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Gladys, the beautiful reception- 
ist, says if Coca-Cola wins its suit 
against Royal Crown Cola, she sup- 
poses Pensacola will have to start 
looking around for a new name. 
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Talking about Newspaper Week, 
the power of the press, etc., did 
you notice that the first Sunday 
after ADVERTISING AGE ran its edi- 
torial promoting the new $70,000,- 
000 Pennsylvania Turnpike, they 
had a first class traffic jam? 
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Now that Cincinnati has upset 
the champs of the American League, 
the Willkie boys point out, don't 
be surprised at what’s going to 
happen to the current political 
champs. 
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J & J has built 
for air travelers. Next thing you 
know sky writers will be turning 
their scripts upside down for their 
benefit. 


an electric sign 
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“Plan Campaign to Promote Goat 
Milk.” 

It will undoubtedly prove a shock 
to the consumers who thought they 
were getting it in bock beer. 
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“Women,” says Helen M. Slator, 
“like glamor advertising. It doesn’t 
fool them, but it intrigues their 
fancy.” 

And it isn’t hard for any gal to 
fancy she’s just as glamorous as 
the ads tell her she can be. 


ee 


Ed Kobak says NBC Blue will of- 
fer sustaining programs ranging all 
the way from Metropolitan opera to 
the Chamber Music Society of 
Lower Basin Street. And _ the 
sponsors will probably continue to 
grab their stars from the Basin 
sector. 
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“Now you'll like yeast,” is the 
rather plaintive theme adopted by 
Fleischmann, which isn’t satisfied 
to rest on the proposition that all’s 
well that ends well. 
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J. L. Shryock, managing director 
of the ABC, has been introduced to 
convention audiences frequently as 
Mr. Shyrock but he’ll probably not 
tinge until they start calling him 
Shylock. 


vv, 
Marshall Field offers ‘“instruc- 
tons in duck calling without 


harge,” thus making a strong ap- 
eal to men. But why not win 
wir wives by offering similar help 
1 hog calling? 


| 
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M-Day Means Vast 
Merchandising 
Changes: Cherne 


Minimum Selling and 
Advertising Effects are 
Outlined 


(Other Stories of the Boston Con-| 


ference on Distribution 
6-8-21-29-34.) 


Boston, Oct. 8. — Advertising and 
merchandising will be uprooted 
from their established channels if 
and when America goes to war, Leo 
M. Cherne, executive secretary, Tax 
Institute of America, predicted be- 
fore the 12th Boston Conference on 
Distribution here this week. 

M-Day will necessarily involve 
expanded government control, with 
all trade practices that possess any 
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element of duplication or waste as | 


prime targets, he said. The whole 
merchandizing structure, with its 
numerous brands, style variations 


DOES SOMETHING 
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Gas Industry Expands 


Promotion on All Fronts 


e | $500,000 AGA Budget 
ABC to Discuss and $150,000 for "CP" 


° —_— Ranges Head List 
Visualization Plan Atlantic City, Oct. 8—The gas 
for Newspapers 


j}industry will go on expanding and 
|}extending the scope of its advertis- 
\ing promotion, its leaders announced 


Circulations’ committee on visualiz- | will to expand, the AGA elected 


From Got 1 Me Belt, r¥ly on this ferevest ond ot today at the American Gas Associa- 
AqTy » . Chicago, Oct. 11.—The newest | tion convention here. 
ae: ¢ Tift 41463 7 proposal of the Audit Bureau of | And by way of demonstrating the 
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Pyrene proposes to help motorists do 
something about the weather this year, 
with this dealer display featuring the 
prognostications of Dr. Irving P. Krick. 
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é 
‘ 


— 


ing newspaper circulation, which 
calls for a percentage comparison 
|between circula- 
tion and families 
in each county, 
promises to pro- 
vide the principal 
excitement at the 


|Major Themas J. Strickler, vice- 
|president of the Kansas City Gas 
| Company, as president. He has been 
|chairman of the gas industry’s na- 
‘ | tional advertising committee since 
@ | it was organized five years ago, and 
will continue as chairman in addi- 
tion to his president’s job. 


een 27th annual Major Strickler reported the in- 

« meeting of the dustry spent $450,000 for national 

Pyrene Enlists ABC here next advertising in the past fiscal year 
week. 


Weather Man in 


and elaborate packaging character- Tire Chain Push 


istics, will feel the axe, he added. 

The minimum objectives of a con- 
servation campaign pushed under 
wartime duress were enumerated 
by Mr. Cherne as follows: 


Newark, N. J., Oct. 10.—Pyrene 
Mfg. Company, maker of tire chains 
and fire extinguishers for the auto- 
motive trade, has enlisted the aid of 


1. Secure all possible reductions |the weather man in a tire chain 
in the number of styles, varieties, | Ptomotional campaign which is cal- 
several products of the industry in | @dvance that snow and ice are com- 


question. 


ing, thereby eliminating the last 


2. Eliminate styles and varieties|™inute rush for tire chains when 
of articles that violate the principle | ad weather arrives. 


of economy in the use of constitu- 


The Krick Industrial Weather 


ent materials; for example, gar- | Service, headed by Dr. Irving P. 
ments requiring unusual yardage | Krick, which forecasts weather 30 


could be eliminated. 
3. Eliminate features of adorn- 
ment that add no usefulness. 


Sales to Be Cut 


4. Reduce the _ production and | 
sale of articles that yield only minor | pynetins will b 


comfort and satisfaction. 


5. Substitute plentiful articles 
searce ones. 

6. Discourage the use of unimpor- 
tant purposes of articles that are 
needed for more important pur- 
poses. 

7. Standardize sizes, lengths, 
widths, and the like im such a way 
as to preserve sufficient strength 
and durability, while achieving 
economies in materials and labor. 

8. Reduce the waste of materials 
in manufacturing processes gener- 
ally. 

9. Economize 
samples. 

10. Economize 


in the use 


in containers by 


| eliminating smaller and odd sizes. 


11. Economize in packing by in- 
creasing the number of units per 
package. 

12. Economize in shipping space 


of | 
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days in advance for the entire coun- 
try, will be the basis for the drive. 
Every Pyrene jobber and dealer will 


receive its monthly bulletins from | 


October to April, the forecasts 
including predicted temperatures, 
wind velocity and precipitation. The 
e supplemented by 
teletyped messages whenever local 


for | changes of significance are not in- 


cluded in the monthly forecast. 

Pyrene dealers will be provided 
with large display pieces suitable 
for inside or outside posting on 
which they can indicate storm 
warnings. Direct-mail pieces 
jobbers, dealers and direct to fleet 
owners, plus a business paper ad- 
vertising program, are being used 
to notify Pyrene dealers of the new 
service. 


to | 


and will raise this to approximately 
a half-million dollars in the fiscal 
year now beginning. This advertis- 
ing has in turn boosted the volume 
of national advertising by gas appli- 
ance manufacturers and local news- 
paper tie-ins, he said, and these will 
continue upward. Spokesmen for 


Two years ago 
a proposal that a 
map showing 
distribution of 
daily circulations 
be included on 
ABC reports caused extraordinary 
excitement, and was finally voted |the appliance makers, also conven- 
down by the newspaper group, | ing here, said their own cooperative 
which declared the plan impractical. | budget has been raised to $115,000 
The new plan, submitted by a com- |for this new fiscal year for “CP” 
mittee of the board composed (Certified Performance) gas ranges 
entirely of advertiser and agency ;alone, besides individual spending 
members, is submitted as one which |by the 26 companies that make 
avoids the impractical features of | them. 
the map plan and at the same time Total Is Not Known 
goes a long way toward providing | 
the additional information which| No one could say just what the 
buyers want. | total of all this makes, counting the 

The new plan provides for the | tie-ins and special promotions. But 
inclusion, in paragraph 25 of the | Walter C. Beckjord, New York, out- 
newspaper audit report, directly |s0ing AGA president, said that 
under the total gross draw for each |“Mmanufactured and natural gas 
county “the net paid circulation for |COmpanies spend about $10,000,000 
the county, the number of families |@ year for promotional work.” 
in that county, as shown by the| Mr. Beckjord told the convention 
| most recent U. S. census report, | that this $10,000,000 “is less than 
and the percentage that this net cir- | three per cent of the gross revenues 
culation is of the number of families |Of these companies. That is not 
in the county.” The same informa- |¢nough to take care of the develop- 
tion is to be shown for the city zone. | ment expense of an industry the size 
|and importance of the gas industry. 
Will Aid Buyers |Unless this situation is improved 
In submitting the plan, the com- our sales effort is bound to suffer, 
mittee declared, “It is believed that | and no industry can afford to let its 
the proposed plan will make the | sales bog down during times such 
preparation of newspaper advertis- |as these. Competition is going to 

(Continued on Page 33) /be keener and the scramble for the 
}consumer’s dollar more intense.” 


Last Minute News Flashes 


Major Strickler reported that “for 
the first time since the industry 
|started its national advertising on a 


Young to Aid i Promoting South | erican Good Will | cooperative basis, the manufacturers 


|}today are producing and issuing 


Washington, D. C., Oct. 11.—James W. Young, recently loaned to 
the Stettinius group in the National Defense Advisory Committee, has 
been drafted by Nelson Rockefeller to set up and direct a program of 


eve ; ' press, radio and motion picture publicity in connection with Mr. Rocke- 
and packing materials by baling in-| feller’s duties as coordinator of commercial and cultural relations be- 
Paul Cherington suggests as a|stead of boxing. tween the American republics. 
ogan for the trucking campaign, 
less Truculent ‘Truckmen,” and| Distribution to Be Overhauled | Nae. Laboratories Breaks Into Vitamin Field 
‘s to be hoped that his suggestion| The machinery of distribution will Elkhart, Ind., Oct. 11—Miles Laboratories, maker of Alka-Seltzer, 
asn't based on a personal field | probably be affected more seriously | wij} break into the vitamin field next week with announcements on its | 
urvey. than any other economic. function | three network programs of a new product, One-A-Day Vitamin A and D | 
vv (Continued on Page 33) | Tablets. Magazines, counter and window displays, and dealer helps 
J. Howard Denny, boss of Frank- | will be used. Wade Advertising Agency, Chicago, is in charge. 
. Simon, says wistfully he wishes . 
had the courage to advertise a wa, OF FEATURES 12 | Leaves Nehi for Canada Dry Agency _ a 
100 coat for $100. And he might | Basic Business Index ; 32 New York, Oct. 11—John D. Anderson has resigned as advertising 
© surprised to find out how many | Business Digest 23 | manager of Nehi Corporation to join J. M. Mathes, Inc., agency for 
ustomers feel the same way. Canadian Magazine Linage 11 | Canada Dry Ginger Ale, Inc., which is accelerating the marketing tempo 
‘ee Editorials 12} on Spur. Immediate activity on the new soft drink will center around 
Wit . Farm Magazine Linage 26 | expansion of Spur franchises, with expanded advertising following. 
1 a few more brands of dog Getting Personal 28 
¢ bushing their way into an al- | Information for Advertisers '2, Ned Doyle Returns to Hearst Magazines 
“ wpe eae ; owl yor [eve morse Lineage 4 New York, Oct. 11.—Ned Doyle has returned to Hearst Magazines 
Mae . eS SCSS going o an J wrtesne Mh er eae 35 | following his resignation as advertising manager of Look in July. Mr. 
. at an awful disadvantage. | Roseh Proofs i | Doyle, who was formerly Eastern advertising manager of Cosmopolitan, 
Copy Cus. | Voice of the Advertise 20 | has joined the sales staff of Good Housekeeping. 
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complete 
paigns. 
“Throughout our industry there 
is a greater interest in advertising 
and its supporting sales activities 
than ever before. The entire indus- 
try today is advertising-conscious.” 


Will Advertise Heating 


In addition to the 26 “CP” gas 
range makers, 11 manufacturers of 
the AGA’s gas house heating and 
air conditioning equipment division 
agreed here to finance a program 
for national advertising of “CP” 
gas house heating equipment. Man- 
ufacturers of gas water heaters 
approved plans for a similar pro- 
gram on their products. Details of 
these two programs are still in the 
formative stage. 

Mr. Beckjord urged the gas com- 
panies to go after the air-condition- 
ing market, declaring that in this, 
unlike most of their other competi- 


advertising tie-in cam- 


tive fields they actually “will have 
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October 14, 1949 


the cooperation of the electric indus- 
try.” 
tric utilities “have come to realize 
that air-conditioning for 
months does not compensate for the 
large investment cost necessary to | 
supply it. 

“You can’t condense a year’s fixed 
charges into three months. Many | 
electric companies find their peak 
has shifted from winter to summer 
with a non-compensatory income, | 
and many combination (gas and 
electric) companies are actively 
pushing gas for air-conditioning.” 

Advertising of gas for domestic 
uses will appear in Better Homes 
& Gardens, Good Housekeeping, 
Ladies’ Home Journal, McCall’s, 
The Saturday Evening Post, True 
Story, and Woman’s Home Com- 
panion. Gas Appliance Merchan- 
dising will carry the story to the 
trade. Promotion of the advantages | 
of gas in industrial and commercial 
applications, an important part of 
the association’s activities, will 
again appear in publications reach- 
ing the metals, baking, food process- 
ing, ceramic, hotel and restaurant, 
hospital, processing and_ general 
manufacturing industries. 


Gas Gaining Favor 


Arthur Hirose, director of re- 
search of the McCall Corporation, 


He explained that the elec- | 


three | 


New York, reported to the appliance 
manufacturers here on a _ nation- 
| wide survey of the household gas 
appliance business. He predicted 
that sales of gas refrigerators and 
gas water heaters this year “would 
‘probably exceed sales figures of any 
of the past ten years.’ 

Mr. Hirose urged, however, that 
| the manutacturers cut down their 
lines to “fewer basic models,” take 
|the money saved in _ production, 
tools and dies and put it into adver- 
tising. He added that “the trend 
|is definitely back to gas cookery. 
‘The nation now has more than 
16,500,000 gas range users. And a 
detailed analysis of the AGA’s 
$450,000 national advertising pro- 
gram convinced me that it was one 
of the most forceful and resultful 
industry campaigns I have ever 
examined.” 


DEFENSE GIVEN EMPHASIS 

IN INDUSTRIAL CAMPAIGN 

| Pittsburgh, Oct. 9.—The character 
of the 1940-41 industrial and com- 
| mercial advertising campaign of the 
| American Gas Association has been 
| changed from that of previous years 
|in order to more fully emphasize 
the important contribution which 
/modern industrial gas equipment 
can make to the national defense 
program, according to Ketchum, 


|MacLeod & Grove, which directs 


this phase of the AGA advertising. 

The most important change in the 
program is the adoption of a 13- 
time schedule in Business Week, to 
replace schedules in certain publi- 


cations reaching’ specific trade 
groups. 
As the defense program gets 


under way in earnest, there will be 
an insistent and growing demand 
for speedier production, for increas- 
ing output of essential materials. 
This demand for speed, economy 
and, of course, quality in production 
will affect not only those industrial 
plants directly concerned with the 
manufacture of war materials, but 
industry in general. The American 
Gas Association felt that this offers 
a real opportunity for gas because 
gas and modern gas equipment 
meet all the requirements of speed, 
economy and quality production 
that industry can ask for. 


Talk to Executives 


Hence, it was decided that the 
story of gas and what it can do to 
help industry, at a time when indus- 
try needs to take advantage of every 
means for increasing its efficiency 
and output, should be told to execu- 
tives who determine policies. 

The schedule in Business Week 
calls for 13 two-thirds-page adver- 


SEVENTH OFJA SERIES PRESENTING THE MEN WHO MAKE FREE & PETERS SERVICE 


Four years, Brown University 
One year, Harvard University 
Three years, New York 

Journal of Commerce 
One Year, Director, 

Berkeley-Irving School 
Eight years, President, 

The Barry Tours, Inc. 
Free & Peters (Chicago 


Office) since Feb., 1939 


Begorra, 
boys —it's 


ArtHur J. Barry, Jr! 


The day Art Barry decided to leave his own profitable travel agency 


and return to the advertising business by joining the Chicago office 


of F & P, he only thought he was leaving the travel business behind. 


To his amazement he found he had merely swapped one travel job 


for another. 


For like all our other thirteen men, Art is constantly 


on the road, servicing agency customers, visiting and learning about 


the stations we represent, and their people- 


-learning what types of 


entertainment and sports and merchandise each community likes 


learning how and when to reach 


population of that particular market 


each important element of the 


-learning the things you need 


to know in order to plan, prepare and place the most effective kind 


of radio effort. ... 


fourteen men traveled a total of 300,000 miles last year 


than 90% of our total billing was 


we have permanent offices! 


Yes, that sounds like baloney. 


Our 


-~yet more 


But it’s true. 


placed in the six cities in which 


Don't those two facts prove a good deal 


about the way we work, in this group of pioneer radio-station repre 


sentatives? 


ERE 
LS 


Simce May, 1932 


B & Prien. 


Pioneer Radio Station R 


f EXCLUSIVE 
REPRESENTATIVES: 
WGR-WKBW ...........445- FFALO 
EW pesnssevecseenuad CINCINNATI 
DET 06040¢¢%00066seaseenel FARGO 
er KANSAS CIT 
ns. 000éenssseenennne LOUISVILLE 
WTCN ._ MINNEAPOLIS-ST. PAUL 
WEED ccccccccccecccoceccones PEOR! 
EP cccccescccccecceoesee ST. Louis 
WE ccccccccccccccecces SYRACUSE 
.. IOWA... 
.. . BPP DES MOINES 
MEE ccccocccccecccesogs DAVENPORT 
GED tv cencnsenceceed SHENANDOAH 
... SOUTHEAST... 
.... . BRP rrr cre CHARLESTON 
ee .COLUMBIA 
MOPED coceccaceneeenseesess RALEIGH 
WD ccvcccscevescocsases ROANOKE 
.. SOUTHWEST... 
KGKO | sosebane FT. we eere. DALLAS 
KOMA es seeeeee OKLAHOMA CITY 
OWE ccccnveseressensverseoce TULSA |) 
’ 
... PACIFIC COAST... 4 
OT) PP se ADOELES “ 
KOIN-KALE PORTLAND 
K 
K 


epresentatives 


Chicags: 150 N. Michigan 


Franklin 6378 Plaza 5-4181 


New York: 247 Park Deteit: New Center Bldg. 


San Francisee: 1/1 Sutter 


Trinity 2-8444 Sutter 4353 


Los Angeles: / 


1508. Grand AMilasta: $22 Palmer Bidg, | 
Vandike 0 0569 Main 5667 


INC. 


Whot wadd mohe 3 ov of & women choose mad 
eon Gow ronges— when they could howe any kind 
they wont? 

@ — You d brow the crower if you ever sow how much 
more flovortul the new Quick seorng Gas traitor 
mabe stocks and Gog 

@ Or how much Willer you cates, pie costs ond 
bnewin ore when they come fram Me new Precison 
Gor Overs 

@ — OF how the new Controlled Wateriew Gos Cook 


LET GAS DO THE 4 BIG 4085-—COOKING 


which will run in November, 


ing soves e#omins and mineral sols you former» lost 
when you baled vegetables the old fovmioned way 


Don't fell to see the mony 
ranges at you lata! Gos Applionce Deoiers 
Compony You'll be amassed ot their 
you™ foll in love wi their wart beovty america 


+ WATER HEATING + 


sonia T 


GAS ASSOCIATION COPY GOES RIGHT ON 


“WOTHING CAN TOUCH IT FOR FLEMIOILITY I~ 
“ACTUALLY DOES MORE COOKING On LESS ruetr 


“IT WELPS YOU TURM OUT MORE DELICIOUS MEALS!” 


“IME WEW GAS RANGES ARE THE LAST WORD IW BEAUTY” ~ 


These ond many other eachowe OG+ OO 20) Come TRE weN ; om 
fo you from the American gos waustry wrech Mrough 
i toborotories and ofher agencies, © consturtly 
improving ih service to you 


hondsame new Gas 


or Gas j/ 


efclency — 


REFRIGERATION «© HOUSE HEATIN« 


Full-color advertisement in the new campaign of American Gas Association 
December and January issues of seven nationa! 
magazines. 


tisements. The first, which appeared 
in the Sept. 21 issue, carried the 
headline, “Industry Mobilizes for 
Defense—and looks to modern gas 
equipment to speed up production.” 
Succeeding advertisements will de- 
velop the same theme, and in addi- 
tion will carry references to specific 
case histories as proof of what 
modern industrial gas equipment 
can do to help speed up the tempo 
of industrial output. 


Unusual Copy Tie-Up 


Another unusual feature of the 
campaign will be a tie-up with 
Business Week copy in certain busi- 
ness papers. This is affected by 
reproducing the Business Week ad 
intact, coupled with a single column 
to fill out a full-page. In this sepa- 
rate column, which is set up to look 
like a column of editorial matter 
alongside of a_ two-thirds-page 
advertisement, references are made 
to specific applications of industrial 
gas equipment. This provides not 
only the general story, which applies 
to all industry, but a special and 
specific story which applies to the 
field covered by the various busi- 
ness papers used. 

This tie-up series will appear in 
Iron Age, Steel, Metals and Alloys, 
Metal Progress, Heat Treating and 
Forging, Ceramic Industry and 
Chemical and Metallurgical Engi- 
neering. 


gas section schedule — Bakers’ 
Weekly, Bakers’ Helper, Food In- 
dustries, Hotel Management, Ameri- 
can Restaurant, and Chain Store 
Age (Fountain and Restaurant Sec- 
tion) —advertisements will continue 
'to feature specific gas installations. 


TWO CAMPAIGNS FOR 

CP RANGE MAKERS 

| Atlantic City, Oct. 8—With re- 
| Hection of Lloyd C. Ginn, sales 


In the other publications on the | 
American Gas Association industrial | 


promotion manager of the American | 


| Stove Company, to the chairmanship 
| of the “CP” sales management com- 
and announcement 


| Baitsee, 
$115,000 will be available for pro- 


that | 


|motion of “CP” gas ranges during | 


1941, the Association of Gas Appli- 
}ance and Equipment Manufacturers 
set the stage for more vigorous 
cooperative and individual promo- 


tion of gas appliances during the | 


\coming twelve months than in any 
recent year. 

| The $115,000 to be spent on “CP” 
range promotion by the association 
is in addition to the individual 


5 


advertising expenditures of the 26 
companies producing “CP” ranges, 
and likewise does not take into 
account the American Gas Associa- 
tion’s $500,000 appropriation for gas 
cookery. 


Two Major Campaigns 


Two major industry campaigns 
will be staged next year, a spring 
drive patterned after that of last 
year’s “Join the Profit Parade” pro- 
motion, and a fall campaign during 
the last four months of the year. 
In addition to these two industry 
campaigns, there will be a variety 
of dealer promotions, publication of 
a range merchandising handbook, 
consumer and sales training aids, a 
field planning service, a “CP” 
audio-training service, “CP” Ranger 
Club activities, and home service 
contests. 

Direct mail will play a big part 
in the work with dealers, as will 
two sound films, one of which is 
designed for showings exclusively 
to dealers and gas companies, while 
the other is also suitable for public 
showings. 


Ward Shifts 


Frederick H. Ward has resigned 
as Western representative of Cri- 
terion Advertising Company to 
become headquarters supervisor of 
Independent Grocers Alliance, Chi- 
cago. 


TABLE 7 


U. 8. Dept. of Labor, Serial B15! 


is going to change 
1941 building marie. 
schedules. Seen it? 


| INDUSTRIAL PUBLICATION* ine 
Publishers also of BUILDING 
NEWS and BSN Dealers’ Catalog 


- 0 
59 E. Van Buren CHICAG 
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Rae _-“Medicine charms were the Indian’s panacea 
| : for all ills and problems. Chief Blow Snake, 
3 meficine | man of the Winnebago Tribe in Wisconsin, 
- 


+ compounded the attached one for persuading young 
: women to buy your product and increase your sales. 


eo  *r w. 


_ Medicine charms may have done the trick for the 
~ Indias, but spending cold cash for advertising today 
* calls. for cold facts, not magic charms. Here are facts 
-_abolt a key market for all products bought we young 
women and young housewives : — 


Pahine 


y ans IGovernment statistics show that only a tenth of all 

*-y, S. A. women went to college. Three-quarters of them 

: never finished high school. No wonder the reading taste 

» of thillions of your prospects do not dove-tail with your 
own, 
: 

A sizable and important part of your market com- 

prises the women who prefer the “true” and “fan” type 


; magazines, and the three Women’s Groups demonstrate 


Be 


‘ 


This medicine charm was tinde 
for you by Chief Blow Snake 
and his son, Rainbow. To be 


: effective, the charm must be 

> made from the skin of a young 

doe and wampum beads. The 

bell was empowered by Chief 

Blow Sneke hitnself to frighten 

away the evil apirits. (Miss 

Hammon, our fashion ditor, 

tells, us .thaf currently, _the 

charma’ are much in vogue as 

lapel gadgets.) 

: 4 f ’ 

z y 
‘ Yer ' * 


j 5 " 
and confirm this fact every month, to the tune of some 
6 million circulation, 87% of it over the newsstands. — 


These 6 million copies go sbatly to young sari 
women, because, the magazines are directly editea to 
their interests. The real-life stories echo their own lives 
and their own problems. . . the magazines are a sounding 


board of their life experiences. 


With the merger of Photoplay with Movie Mirror, in 
January 1941, Macfadden Women’s Group becomes the 


circulation leader in the entire mass field, guaranteeing 


2,250,000, and setting up substantial circulation bonuses 
for all Group advertisers. t 


ae 


When it all boils down to a question of which 
medium can deliver advertising messages, actually 
seen and read by the most number of real sales pros- 
pects at the lowest cost (...and when doesn’t it boil 
down to that?), Macfadden Women’s Group earns a 
“must” on your 1941 schedule. 
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Mrs. Richardson 
Rips Into ‘Your 
Leading Opponents 


sumer Front in Fightin 
Speech 


Chicago, Oct. 10.—Naming names 
and speaking out from the shoulder 
in her own inimitable fashion, Mrs. 
Anna Steese Richardson (“I’m 75 
years old and not ashamed of se F 


ee 


in charge of consumer activities for 
Crowell-Collier Publishing Com- 
| pany, told the Chicago Federated 
Advertising Club today that it is 
‘high time business did something 
about helping the consumer get 
what she wants, and equally high 
| Same that business and advertising 
did something about putting anti- 
business elements in their place. 


/sumer, and has been too eager to 
listen, thus helping to build up the 
reputation of this group, Mrs. Rich- 
/ardson said. Calling Consumers 
|Union, Consumers’ Research, and 
| Donald Montgomery of the Agricul- 
‘tural Adjustment Administration 
\“your leading opponents,” she de- 
‘clared that leaders of groups such 


U A +i C | Business has given too much | 
rges crion on ON- thought to the professional con- 


| ] 
‘as these “saw an opportunity to | 
a a good living in a movement | 
based on the fear of the American | 


wit was “a callow, uninteresting 
instructor” of three years ago who 
“today, as the reward of his activi- 


| people that they might be cheated ties against business, sits among 


(or poisoned or disfigured by peer | 
'ucts which they had been buying | 
| for years, whose use they had not) 
| only survived, but had found satis- 
| factory. . . 


| Cassels Another Target 


“They possessed the gift of mak- 
|ing slick phrases in print and on 
the platform. And they had an un- 
'canny knowledge of human nature, 


its weaknesses, its love of sensa- 
tionalism. They realized how much 
| easier it would be to attack your 
| business than to build it up as you 
| have done.” 

Another subject of her barbed 


the mighty on the advisory com- 
mission, Council of National De- 
fense. He will help to formulate 
regulations governing business if 
we are drawn into this war. 

“His name is John M. Cassels. He 
has been director of the Institute 
for Consumer Education at Ste- 
phens College, Columbia, Mo. 

“You seem to think,” Mrs. Rich- 
ardson continued, “that they can 
wreck your business, wipe out great 
American industries. Not if you 
stem their tide of sensational at- 
tacks with simple, direct material 
which tells the truth about adver- 
tising. Not defense or apology for 


ae 


The swin 


THE MUTUAL BROADCASTING SYSTEM 


g is to 


Of the many complimentary things 
recently said and done about our net- 


work, we are proudest of these six: 


AMERICAN SAFETY RAZOR (Federal), 
decided on Mutual to the tune of 97 


stations twice a week. 


BAYUK have just renewed their Coast-to- 
Coast Mutual contract for the third con- 


secutive 52 weeks (Ivey & Ellington). 


GILLETTE, who last year broadcast the 
World Series exclusively over Mutual, 
repeated this year over a world-wide 
hookup of 283 stations... the largest 
ever arranged by any one network, or 


advertising agency (Maxon). 


OVALTINE used 84 Mutual stations last 
winter... has increased its weekly expen- 
diture this fall under the new Mutual Vol- 


ume Plan (Blackett-Sample-Hummert). 


WHITE LABORATORIES, through Wil- 
liam Esty, contracted for a network of 


IIS stations...the largest regularly used 
by any U.S. advertiser. 


WHITE OWL tried us out on three sta- 


tions and increased to 74 under our New 


Volume Plan (J. Walter Thompson). 


y 


3 em awe A 
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business, but facts, what industry 
means to the community, to the na- 
tion, to every woman who has a 
husband and sons to make a living 
for her. Not theories, but state- 
ments of fact.” 

The meeting was held under the 
auspices of the Bureau of Buyer [n-. 
formation, a separately organized 
corporation designed to improve 
business-consumer relations in the 
Chicago area of which Walter Bott- 
hof, president of Standard Rate and 
Data Service, is chairman. 


Sacrifices Color 

in Delsey Copy 

Breaking away from traditional 
use of color comic insertions, Int«r- 
national Cellucotton Products Com- 
pany is splitting a half-page in tie 
Oct. 13 issue of papers comprising 
the Metropolitan Comics group n 
order to feature two product. — 
Kleenex and the new Delsey to: et 
tissue. 

The lower two-thirds of the spice 
unit is devoted to conventional 
four-color copy for Kleenex, w! ‘e 
the upper third, devoted to Dels y, 
discards the available color in fa\ or 
of black, the only relief being ‘1e 
use of a spot of blue on the repro- 
duction of the Delsey package. Lord 
& Thomas is the agency. 


J. O. Carson to Address 
Chicago Ad Women 


J. O. Carson, of the advertising 
department of H. J. Heinz Com- 
pany, chairman of the newspaper 
committee of the Association of 
National Advertisers and director of 
the Audit Bureau of Circulations, 
will address the Women’s Advertis- 
ing Club of Chicago Oct. 15 on the 
subject, “Merchandising and Adver- 
tising.” 

Mr. Carson also will address the 
Advertisers’ Divisional meeting fol- 
lowing the annual luncheon of the 
Audit Bureau of Circulations at the 
Hotel Stevens Oct. 17. 


Adds Ray Redell 


Ray Redell, formerly on the art 
staff of the Milwaukee Journal, has 
joined the staff of Advertising Art 
Studios, Milwaukee. 


“Gourmet” Appoints 


Gourmet has appointed S. C. 
Rawlins and H. A. Holman, Chi- 
cago, as advertising representatives 
in the Chicago territory. 


Stockwell, Marcuse Moves 


Stockwell & Marcuse, Detroit 
agency, has moved to larger quar- 


ters at 2026 National Bank bldg. 


& Ai N/ 


...In general 
advertising 
| during 4 mos. 
| since discounts 
| for frequency & 
| volume were es- 


| tablished June 1, 
| 1940. 

| Circulation largest 
in paper's history 
...any month 
... any year ! 


TAMPA TIMES | 


NatLRep. KatrAgen’) 
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“Just think—another million votes would have put him 


in the White House!” 


“A 
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The world’s largest paid magazine circulation 
3.515.000 women buying the Journal 


because they like it. Because they like it--IT’S A BUY! 


LADIES’ HOME 
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1.000.000 
Bonus Circulation 
for Advertisers 
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conflict on distribution and adver- 


Friendly Tells 
Newspapers Job 
in War Economy 


tising, asserted that newspapers 
thus far have acquitted themselves 
valiantly. 


“The newspaper’s role in a war 
economy is a many-sided one,” Mr. 
Friendly said. “On the economic 
side, it is chiefly maintaining unim- 
paired distribution of essential 
goods and services without disrupt- 


ing defense preparations. On the 

Facts Best Insurance business side, it is largely preserv- 

for Business Boston ("8% peacetime identities, values and 
' 


opportunities. On the human side, 
it is rallying all citizens to a com- 


Conference Hears 


mon cause and placing patriotic 
Boston, Oct. 8.—Newspapers of |interests above all others. 
the United States constitute the Threat to Industry 
greatest single safeguard of de- 


“In a war economy, it is the spe- 
cial privilege and _ obligation of 
newspapers to safeguard thuse con- 
stitutional rights which war-time 
conditions may jeopardize. We 
have seen the passage of a conscrip- 
tion act that empowers the execu- 
tive branch of government to draft 
industry, when necessary, as well 
as men. 

“Let us not forget that such 
powers, greater than any granted 
before in peace time in our history, 
invoke equally grave responsibili- 
ties. The discharge of those respon- 
sibilities may have far-reaching 
effects on our economy, long after 
our present state of emergency is 
ended. It is the newspapers that 
will observe the use of the execu- 
tive’s powers and report upon it to 
the people. 

“Every threat to freedom is also 
a threat to the freedom of private 
enterprise. And in a war economy, 
when production facilities for the 
manufacture of the implements of 
defense may be commandeered for 
‘real or fancied cause, let us not 
assume too freely the perpetuation 
of all major private enterprises.” 

Mr. Friendly attributed the col- 


mocracy in a war economy, Edwin | 
S. Friendly, business manager, New 
York Sun, told the Boston Confer- 
ence on Distribution here today. 
Mr. Friendly, heading a long list of 
speakers who endeavored to pierce 
the future and discern the effect of 


|prevented newspapers from giving 
lactual facts to their readers, and 
‘read many dispatches from corre- 


le ~ ; ,scic 
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Harvey S. Firestone, Jr., vice- 


KAUFMANN & FABRY CO 


425 S$ WABASH AVE CHICAGO 


\lapse of France to censorship which | 


president, Firestone Tire & Rubber 
Company, Akron, told how research 
is making America independent of 
imports, citing rubber as a notable 
example of a product whose syn- 
thetic form is even more efficient 
than the natural. He said that com- 
petition forces every manufacturer 
to spur research activities. 

Harold H. Swift, vice-chairman 
of Swift & Co., Chicago, urged that 
employe relations be considered 
from the viewpoint of the individual 
worker, rather than as a group. If 
highly trained executives fail to 
think logically, why should those 
with fewer opportunities be blamed 
for making the same error, he 
asked. 

David R. Craig, president, Ameri- 
can Retail Federation, prefaced his 
address with the statement that 
“Today we are not far from war.” 
While admitting that some form of 
government control of prices may 
be essential if the United States 
actually gets into war, he said that 
the problem is so involved that the 
‘effort may entail as much danger 
as no control at all. 

In the meantime, he said, it is 
strongly in the interest of all retail- 


ers to do everything possible to 
prevent unwarranted price ad- 
vances. Vigorous competition is the 


best guarantee against unreasonable 
profiteering by individual suppliers. 

“Where the peace-time mech- 
anism of market regulation can be 
made to produce the results desired 
in war-time,” he declared, “there is 
no justification for the introduction 
of more drastic controls.” 


Value of Forum 


Bernard Lichtenberg, president, 
Institute of Public Relations, New 
York, said that democracy appar- 
ently is still working in this coun- 
try. If Harold Swift had to listen 
to the views of Thurman Arnold, 
the latter also had to lend an ear 
to the Swift philosophy, both per- 
/haps adding something to their store 
iof knowledge. 

On a serious note, he said that 
the difference between the present 


and the first world war is the in- | 
creased tempo of communication, | 
making it possible for whole nations | 
to learn simultaneously of an event | 


that has just happened a thousand | 


miles away. Business men, 


the | 


| 


natural leaders of public opinion, | 


should capitalize on this change. 

Mr. Lichtenberg recommended 
that business men carefully avoid 
even the appearance of the profit- 
eering which he said was so wide- 
spread during the last conflict. 
When prices do go up, the under- 
lying reasons should be carefully 
explained in advertising. He warned 
his audience against too many 
promises to draftees, since none can 
know the length of the emergency 
nor its effect. 

“Good public relations work,” he 
concluded, “consists of good conduct 
—and of getting credit for it.” 


Partners in Trade 


Sir Louis Beale, of the British 
Purchasing Commission, predicted 
that both the United States and the 
British empire will profit for many 
|decades from the present collabora- 
tion. Diversification of industries 
in the empire will enhance purchas- 
ing power of millions, creating 
American export opportunities in 
'dozens of fields. 
business law, Harvard Graduate 
said that ample precedents exist for 
Congressional control of prices in 
an emergency and that this control 
will undoubtedly be exercised. Dr. 
Isaacs believes that such price regu- 
lation is logical and to the best 
interests of all concerned. He said 
that a contraction of credit selling 
is advisable, since a moratorium 
may be declared to prevent enforce- 
ment of credit claims against 
draftees or their families. 

C. F. Hughes, business news edi- 
‘tor, New York Times, said that the 
apprehension of business men has 
|little foundation in fact. “War 
_would give production and distribu- 
tion the ‘green light,’” he asserted. 


Dr. Nathan Isaacs, professor of | 
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TAKE NEW POSTS 


Milton F. Allison 


Frank Barhyd+ 


Allison to WLW, 
Barhydt to KMBC 


Milton F. (Chick) Allison, v 
has been handling sales promoti 
publicity and business paper ad\ 
tising for KMBC, Kansas City, 1 
the past four and a half years, y 
become sales promotion manage! 
WLW, Cincinnati, the last week 
October. Frank Barhydt, who ! 
been manager of client service | 
WHB, Kansas City, for five yea 
suceeds Mr. Allison at KMBC. 

Mr. Allison’s work will inclu 
coordination of the station’s wid 
spread merchandising and prom 
tional activities for use of the sal 
department under the direction 
Robert E. Dunville, general sal 
manager. William Oldham will co: 
tinue as station promotion ma) 
ager and research director at WL\V 


School of Business Administration, | ¥/t® Beulah Strawway as directo: 


of merchandising. 


Thurman Arnold to 


Speak in Chicago 

Thurman Arnold, assistant atto: 
ney-general of the United States 
charge of anti-trust prosecution 
will speak at the Oct. 24 luncheon 
meeting of the Chicago Federated 
Advertising Club. He is expected 
to clarify his position on advertis- 
ing, which has been a factor in some 
of the anti-trust actions, including 
that against the four leading cigaret 
manufacturers. 


Chimes to Erwin, Wasey 
NuTone Chimes, Inc., Cincinnati, 

has appointed Erwin, Wasey & Co., 

Chicago, to direct its advertising. 


@ Only WEEI in Boston has the happy combination 


of coverage and programs that builds big markets 
... a powerful directionalized signal backed by 
the entire CBS schedule, coupled with WEEI’s own 
“made for New England” local originations. 


Like the bowstring behind an arrow, it's WEEI's 


top-notch programming that drives WEEI’s penetrat- 
ing signal straight into the listening habits of near 


and far New England. 


ye : 8 ¥ 


ne ee 


Ss. 
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5,000,000 New Englanders live in the 32-county 
market dominated by WEEI program-power. Because 
WEEI is easy to listen to (from every angle) more 
New Englanders tune regularly to WEEI than to any 
other Boston station. 


Advertisers who want to reach the biggest concen- 
tration of people and dollars in New England choose 
WEEI. That's one reason why this September, WEEI’s 
national spot billings were 71';% ahead of last year. 


WEE] cowumsia’s FRIENDLY VOICE IN BOSTON 


Operated by Columbia Broadcasting System. Repre- 
sented by Radio Sales: New York, Chicago, Detroit. 
St. Louis, Charlotte, Los Angeles, San Francisco. ® 
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What KIND of Linage 
Did Media Records Measure? 


I 


tative test to what Media Records has measured? 


F your space buying is influenced by linage figures, have you 


ever thought of applying the qualitative as well as the quanti- 


Sure, you look for bargain basement copy, and discount 


accordingly. But that’s just a beginning. 


Look at the four Washington newspapers, for example. So 
much upstairs department store linage here, so much there, so 
much yonder. So much clothing store copy (no basement sepa- 


ration to guide you here, either). 


The quantitative measure looks good for this paper, not so 
good for another. But here’s what Media Records doesn’t show: 
Which paper is being used for come-on copy? Which for bargain 
ads? Which to get rid of buyers’ mistakes? Which to promote 


desirable merchandise at a normal profit? 


That last question we'll answer right here and now—it’s The 
Washington Post. The Neustadt price line figures show definitely 
that The Post is the paper the retailer selects to push regular 


merchandise at regular prices. 


Maybe your products could stand a little patronage from 
Washington Post readers—who don’t have to have the price cut 
before they'll buy! 


The Washington Post 


Washington’s Home Morning Newspaper 


Osborn, Scolaro, Meeker & Co. George D. Close, Inc. 


“ 2 
F - : 3 k < ; “ 
i - €: Veer RMR soe wean * ti 
- =  S re Tae re zipeket F% ie tak : 
¥ Me Le ao a ae Po A — 3 a % a 
PAre 45 ee, ae ¥* = Shy, whe = 
4 ‘ Sager A Ara, 3 ‘ = . ¥ 3 . z ahs 


Rise and Fall 


of Retailers 


Shown in Census 


Reed Gives Preview 
at Boston, with Tale of 
Instalments 


Boston, Oct. 8 —The _ shifting 


‘channels of distribution and the 
|continued upward swing of instal- | 


|ment business 
| Vergil D. Reed, 


|Boston Conference on Distribution. 


'tions hitherto performed largely by 


| their 


|Census, Dr. Reed said. 
|more important factor in the gen- 


|showing large increases over 1929 


| 1935, largely at the expense of cigar 
| stores 


‘losses in all states for which com- | public also uses its credit generously 


were outlined by 


Bureau of the Census, in a preview 
of the 1940 census today before the 

Supermarkets, combining func- 
specialized grocery stores and meat 
markets, have made such inroads on 
competitors that a_ special 
report on volume of supermarkets 
will be issued by the Bureau of the 
are becoming a 


Variety stores 


eral merchandise field. They are 


as well as 1935 and in rate of 
growth, percentage-wise, are out- 
stripping dry goods and department 
stores. They are, however, still far 
behind the latter in dollar sales. 

Filling stations continue to show | 
phenomenal sales gains, reflecting 
a trend in evidence since 1929. 

Eating places are substantially 
ahead of 1935, though below 1929 
in most states. With the addition 
of drinking places, which were pro- 
hibited in 1929, the two classifica- 
tions may show as much as 100 per | 
cent gain over eating places alone | 
since 1929. 


Drug Stores Prosperous 


Drug stores have prospered since 


Both of 
sustained heavy | 


and newsdealers. 
the latter have 
|plete figures are available. Hard- 
ware stores and florists are doing | 
much better than in 1935 and in 
many instances will surpass their 
1929 volume. 

Stores which have gained mate- | 
rially since 1935 but are still behind | 
the 1929 figures include the apparel 
group, the furniture - household - | 
radio group, the automotive group | 
(including both vehicle dealers and 
euto supply stores), lumber and | 
building materials, feed _ stores, 
jewelry establishments and fuel, ice 
and fuel oil dealers. 

General country stores seem to be | 
on the way to extinction as such, 
though many have survived simply | 
by turning to specialized fields. | | 
Some are now groceries, others feed | 
stores and still others filling stations. | 
Those which may still be classified | 
as country general stores are defi- | 
nitely larger than the average of a 
decade ago. 


Growth of Credit 


The sales finance 
how retail sales on the instalment | 
plan are financed by other than the | 
retailer. Practically all of the | 
jewelry, clothing and soft goods 
sold on the instalment plan is 
financed by retailers, while virtually 
all automobiles and a large propor- 
{tion of household appliance sales 
|are financed either by banks or 


|sales finance companies, who buy 
|the paper from dealers. Dr. Reed 
|said that about one-third of all 


retail sales are credit sales and that 
‘about one-third of credit sales, or 
11 per cent of the total, are made 


on the instalment plan, with 22 per 
;}cent on open account. 
Thus 13 billion dollars of retail | 


sales require financing for periods | 
ranging from 30 days to 18 months 
or more. Of $1,900,000,000 of paper 
held by banks and finance compa- 
nies at the end of 1939, the latter 
accounted for 71 per cent, with 
banks handling only 29 per cent. 
This total does not include paper | 
held by retailers, nor their open 
accounts. 

Sales finance companies maintain | 
2,548 offices which bought 


eR ae 
care 
f 


assistant director, | 


|tising manager 
Denny. 


| pledges. 


\the amount of 


| personal or cash loans. 


census shows | 


almost | 


ek atte 


—ee 


WIN PROMOTIONS 


and William 


James B. Stickley (left), 


R. Denny, general managers for adm, 


istration and advertising and sal: 
respectively, of the Providence Journ»! 
Company. 


Providence Journal” 
Advances Denny, Stickley 


William R. Denny, who joined ¢ « 
staff as a retail advertising sal. -- 
man in 1919 and has been ret. || 
advertising manager since 1929, 
been appointed general manager | 
advertising and sales of the Pro. - 
dence Journal Company, wh 
publishes the Providence Jouriual 
and Evening Bulletin. 

At the same time, James B. Stic:- 
ley, for 16 years a member of tic 
papers’ editorial staff, and for the 
past ten years assistant to the editor, 
has been appointed general manag: 
for administration. 

Franklin B. Hurd, advertisi: 
director of the papers, has appoint 
Archie R. MacDonald retail adv: 
to succeed \\: 


+ Jo 


two billion dollars of retailers’ 
paper last year. Banks took 
additional $750,000,000. All of this 
paper grew out of the sales of mer- 
chandise and is exclusive of per- 
sonal loans secured by merchandise 


Automotive paper accounted for 
73.8 per cent of the holdings of sales 
\finance companies at the close of 
1939. New York led all states in 
retail instalment 
paper purchased by sales finance 
companies during 1939. 

Besides buying heavily on 
‘instalment plan, the 


the 
consuming 


in other directions. For instance, it 
usually owes a billion dollars of 


NBC Shifts Brown 


Charles B. Brown, formerly 
Western division sales promotion 
|manager of the National Broadcast- 
ing Company, has been appointed 
|}manager of station promotion, with 
headquarters in New York. He suc- 
ceeds B. J. Hauser, who has been 
transferred to the promotion divi- 
sion of the Blue network. 


EYE" CATCHERS 


1 ) Stop Reader Powe 
PHOTOS Write now for FRE! 
Proofs and details. No obligations 


EYE*CATCHERS , Int. 
10 East 38th Street, New York 
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ADVERTISING AGE 


OU probably think of retailers as buyers of your mer- 
yY chandise. But their most important function is 

as sellers. And in working to convert them as buy- 
ers, you national advertisers and agency men have forgot 
that their greatest value is not in putting your goods on 
their shelves—but getting them off! 


Of course your consumer advertising is doing a grand 
job of interesting the public in your wares—but after all 
the merchant sells what he knows about and believes in 
most strongly. Perhaps he is stocking other brands similar 
to your own. In that case whose product gets the nod when 
the consumer asks for advice? 


This Retail Merchant Is a 
Two-faced Sort of Fellow!... 


Isn’t it likely to be the goods Whose values have been 
made familiar to retailers and their salesmen through 
factual, informative advertising which answers every ques- 
tion the successful retailer can ask? Isn’t it the brand the 
salespeople enthuse over because they know its good 
points: 


The easiest and most effective way to get this informa- 
tion into their hands is to present it regularly, completely 
and convincingly in the trade publications which serve the 
retail merchants of this country. They look for your product 
story there—don’t let them be disappointed! 


Remember ALWAYS, trade paper advertising pays! 


BOOT AND SHOE RECORDER 
100 E. 42nd St., New York 


BUILDING SUPPLY NEWS 
59 E. Van Buren St., Chicago 


DRY GOODS JOURNAL 
1912 Grand Ave., Des Moines, lowa 


%& ONE OF A SERIES OF ADVERTISEMENTS TO STIMULATE GREATER INTEREST IN TRADE PAPER ADVERTISING *& 


ELECTRICAL DEALER 
360 N. Michigan Ave, Chicago 


ELECTRICAL MERCHANDISING 
330 W. 42nd St., New York 


HOUSE FURNISHING REVIEW 
1170 Broadway, New York 


NATIONAL FURNITURE REVIEW 
666 Lake Shore Drive, Chicago 


SUPER MARKET MERCHANDISING 
45 W. 45th St., New York 


AMERICAN LUMBERMAN 
431 S. Dearborn St., Chicago 
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‘Dept. of Consumer’ 
Inevitable, Says 
Author of Book 


New York, Oct. 10.—Creation of 
a Federal Department of the Con- 
sumer is held out as essential to 
the solution of consumer problems 
in a new presentation of the sub- 
ject entitled, “Consumers _ All,” 
issued this week by Harcourt, Brace 
& Co., as part of the “National 
Problems Series.” 

Not until the consumer has been 
accorded “full recognition in the 
government structure” in the same 
way that a “voice is given to the 
farmer, the industrialist, the retailer 
and the worker,” will the consumer 
receive effective protection, asserts 
Joseph Gaer, author of the book. 
Legislation such as the Boren bill, 
providing for a national bureau of 
standards for consumers, and the 
coordination of all governmental 
activities touching the consumer are 
also cited as being imminent. 

Mr. Gaer is described by his pub- 
lisher as one of the editors of the 
Federal Writers Project, Washing- 
ton, D. C., previous to which he was 


headmaster of a private school in 
san Francisco and a lecturer in 
English at the University of South- 
ern California. He is also credited 
with two other books—one dealing 
with weather-lore, and the other 
with tree conservation. 


Called Normal Growth 


“What we are witnessing in the 
growing demand of the people for 
adequate consumer representation 
in the government is the process, 
in development, underlying all our 
government departments and bu- 
reaus,” he declares. “Through just 
such a process the Departments of 
Agriculture, Commerce and Labor 
were developed. At first, the inter- 
ests of farmer, business man and 
worker were similarly represented 
by a number of distributed agen- 
cies. In time, as the people affected 
came to realize that their best 
interests lay in the coordination of 
these distributed organizations, they 
brought about the establishment of 
an independent department or 
agency. 

“This is how government depart- 
ments, in a democracy, evolve. 
Congress does not act upon concepts 
of its own. Congress is a mirror 
which reflects the will of the people. 
The type of legislation Congress 
will pass to protect the consumer, 
and the kind of Department of the 


Nn 


. 


over a long period, despite the 
drawback that the consumer “pays 
a high price for that quality guar- 
antee.” Dealers with a reputation 
for honesty, fairness and depend- 
ability are likewise recommended 
as a practical guide for the con- 
sumer. The money-back guarantee, 
“if given by a reliable firm and if 
it states without any reservations 
that a total refund will be made 
upon demand by the consumer upon 
proof that goods and services were 
not as represented,” is also consid- 
ered adequate protection. Most 
other types of guarantees are listed 
as not satisfactory. 

While terming local advertising, 
for the most part “reliable because 
the local merchant cannot long per- 


Consumer which it will authorize, 
will, therefore, ultimately depend on 
the individual citizen-consumer.” 
Offered as a “compact guide” 
which leads the consumer through 
a “perplexing multiplicity of goods, 
a great variety of brands, hidden 
grades, enticing testimonials, free 
offers and a host of other claims 
no single buyer can possibly inves- 
tigate himself,’ the treatise is 
labeled the most practical book for 
consumers that has yet appeared. 


Thorny Road to Travel 


The consumer who wants full 
value for his money must travel a 
thorny road, in Mr. Gaer’s opinion. 
He lists 14 possible guides to value, 
most of which he discards as worth- 
less to the buyer. Personal experi- petrate a fraud without a reaction 
ence and recommendations’ of from his customers,” Mr. Gaer lets 
friends are hazardous; price is mis- go with both barrels at national 
leading—in witness whereof Mr. advertising. He takes as his text a 
Gaer quotes an official of Consum- 
ers Union; approvals and certifica- 
tions are generally prejudiced; tes- 
timonials are useless; salespeople’s 


phrey, who served as chairman of 
the Federal Trade Commission be- 
ginning 15 years ago and winding 


recommendations cannot be de- up in 1933, as follows: 
pended upon; and advertising is 
fraught with “exaggerations, half- A Lot of Robbery 


truths and small inaccuracies.” 
Product standards and govern- 
ment grading are singled out as the 
most reliable measures of value, 
although the author also has a kind 
word to say for brands established 


“The people are annually robbed 
of millions of dollars by false and 
misleading advertisements that ap- 
pear in the periodicals of the coun- 
try. This toll is taken from the 
sick, the unfortunate and the ignor- 


It’s KPO’s Musical Clock—and it 
can sell your product to early birds all 


over the West! 


That’s a pretty funny way to put it, we admit, and 
of course we don’t mean that everybody within 
hearing distance tunes to KPO at six o’clock every 
morning of the week except Sunday. 

But KPO (or your nearest NBC spot sales repre- 
sentative ) can show you mail returns to the Musical 
Clock program from the eleven western states, Ca- 
nada, and even Alaska. And this mail response, in- 


stores. 


A portion has been earmarked for your product! 


cidentally, was purely voluntary—not prompted by 


any premium offer. 


Musical Clock, an hour and a half show under the 
direction of two masters of ceremonies, is a wide se- 
lection of recorded music, interspersed with time 


We i cat 


:. 
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signals, weather reports, news flashes and important 
announcements. 
ing bakeries, creameries, clothiers, nurseries, fur 
riers, railroads, candy manufacturers and book 


and men. Six fifteen minute shows a week on North 
ern California’s largest, most popular station—and 
all at a cost of only $225 per week, including talent. 

See your NBC representative today—or write 
KPO for a full presentation. 
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ant; those that are ready to try any- 
thing as a forlorn hope.” Recent 
judgments brought against adver- 
tisers by the FTC and the Post 
Office Department indicate that 
“fraudulent advertising practices 
still rob the people of millions of 
dollars annually, imposing mainly 
on the unfortunate and the ignor- 
ant,” Mr. Gaer adds. 

Throughout the book are seen in- 
fluences of the “guinea pig” school 
of criticism, together with promi- 
nent mention accorded the Depart- 
ment of Agriculture’s “Chamber of 
Horrors.” , 

In outlining a procedure that con- 
sumers can follow without being 
gouged and cheated, Mr. Gaer men- 
tions, among other examples, the 
testimony of M. R. Maddux, pur- 
chasing agent for Hamilton County, 
Ohio, before the Temporary Na- 
tional Economic Committee. This 
witness said he did all his buying 
by specification. The automotive 
lubricating oil he bought was also 
sold under a brand name to the 
public. Mr. Maddux paid 33 cents 
a gallon; the public paid 35 cents 
a quart. 

“Here goods sold as lubricating 
oil brought 33 cents for a gallon; 
when sold under a brand name, the 


consumer was asked to pay well 
over four times as much,” Mr. Gaer 
observes. “Mr. Maddux indicated 


that this was not an isolated in- 
stance, and that if consumers asked 
for goods by specification, they 
would save themselves trouble and 
money.” 

In the case of oil, this might re- 
sult in a motorist voicing a demand 
like this: “Hey, attendant, let me 
have 1,200 ce’s of oil—viscosity 30; 
flash point 900 degrees; precipita- 
tion .05. And it’s gotta have high 
lubricity and low saponification.” 


Its clientele is diversified—includ 


Here’s what you get! The repetition value of a 
daily message. The prestige of your own quarter 
hour program. An available audience of both women 


Push C-H-B Condiments 
in Western Campaign 


California Conserving Company, 
using a new trade character, is re- 
leasing a campaign consisting of 
1,000-line advertisements in color 
for Sunday newspapers and This 
Week’s Pacific Coast edition, sup- 
ported by black and white news- 


paper advertisements in varying 
sizes. Twenty - four - sheet posters 
will also be used throughout the 


Western area. BPrisacher, Davis and 
Staff, San Francisco, is the agency. 


H. N. Moore to Speak 


H. Napier Moore, editor of Mac- 
lean’s Magazine, Toronto, has been 
added to the list of speakers at the 
annual luncheon of the Audit Bur- 
eau of Circulations in Chicago Oct. 
17 


A. G. Hill to Jamestown 


enh. y eee Alfred G. Hill, who has been as- 
SAN FRANCISCO WASHINGTON sociated with newspapers in Kan- | 
eOSTGN HOLLYWOOD sas, Pennsylvania, Wyoming and 
Nebraska, has been made general 
|manager of the Evening Journal, 


| Jamestown, N. Y. 


statement attributed to W. E. Hum- | 


——— 


Nielsen Plans Expansion 


| A. C. Nielsen Company, Chicago. 
market research organization, plans 
to double its floor space at 21, 
Howard street, by a new addition 
consisting of a basement and fi\, 
floors. The new construction w 
permit expansion of present depart- 
|'ments and provide space for the 
| Nielsen radio index when it go: 
| into operation. 


To Cantor Agency 

| United Theatre Promotions Com- 

|pany, Philadelphia, has 

Solis S. Cantor Advertising Agen 

| Philadelphia, to direct its accou 

\in all the theater trading ar 
Under the company’s new promoti 

plan, which begins in Philadelp! 
ct. 14 and reaches San Francis 

the middle of December, only n 

|tionally advertised products will | 
used as premiums in theaters. 

| 


Push Belmont Bourbon 
Schenley Distillers Corporati 
has appointed Brisacher, Davis ar 
| Staff, San Francisco and Los Ar 
geles, to prepare an immediat 
newspaper campaign on Belmo: 
Bourbon in the 11 Western states 


Appoints World Agency 

World Advertising Agency, Okla 
homa City, has been appointed n: 
tional advertising representative fi 
Life in Oklahoma, Goldbrick an 
Oklahoma Banker, all of Oklahom 
City. 


HOW TO 


G0-T0-TOWNS 


ARY PERKINS made a call at the 
other side of town fast night. In 
Chicago, New York, or the like, a whole 55¢ 
plus the dime for the driver would have seen 
her home. But she never thought of a tax: 
and easily walked it, as usual. That's what 
leaves many a 65¢ for many a Mary to spend 
on cosmetics or something. Life is like that 
in Small Town America. 


36% more individual homes went up 
in U. S. towns under 25,000 than in 
all larger places, says the Department 
of Commerce, comparing 1940 to’ 39 
(6 months). What do you advertise 
for home-building, home-equipment, 
home use? THE HOUSEHOLD 
MAGAZINE goes where home activity 
is greatest... 1,825,000 circulation, 
mostly in places under 25,000. Go to 
towns with HOUSEHOLD. 


The latest Hall Editorial Analysis impartially 
reports HOUSEHOLD's 9% increase in ed 
itorial content. All but one competitor shrank 
editorially. Of Hiall’s 175 “basic topics” 
HOUSEHOLD covered g1, exceeding all com 
petition in the women’s field. 


q = 
Albee Onto Grae oS 


EDITOR 


Directness —liveliness — good writing 
no “padding” — enables HOUS! 
HOLD to be interesting on plenty of 
meaningful subjects. Only the alert 
want a magazine like HOUSEHOLD. 
It goes to 1,825,000 alert-minded, 
larger-than- average families, most of 
whom live in the towns under 25,000 

where every index shows retail con- 
ditions most flourishing today. Jnsist 
on looking that up. 


Sell people where they live and you sell them 
wherever they buy. You sell 1,825,000 ! 
ilies via THE HOUSEHOLD MAGAZI> 
Arthur Capper, Publisher, Topeka, K 
New York—420 Lexington Ave. C! 
Detroit 


180 N. Michigan Ave 
General Motors Bldg. San Francisco 
Russ Bldg. 
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ROTO IS SECOND ONLY TO PAGE ONE IN MEN READERS . 
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KIMBERLY-CLARK Cc 
New York, 122 E. 42nd Street 


4 


REG. U.S. & CAN. 

PAT. OFF. 
IONALLY. 
Manufactured by 


ORPORATION . Established 1 


Chicago, 8 S. Michigan Avenue 


otoplats 


ACCEPTED RotTOGRA 


For Maximum Reader Traffic 


USE ROTO 


—the Class of the 
Mass Circulation 


@ Every year, since 1932, surveys conducted under 
the nationally accepted Gallup method have each 
year conclusively proved Sunday newspaper Roto- 
gravure sections second only to page one, in 


volume of reader traffic. 


Besides having the ability to win a maximum 
number of potential reader-customers to adver- 
tising, Rotogravure advertising offers many other 
outstanding features. For example with Rotogravure 
Sections you can cover better than 50% of the 
nation’s homes. Or, should your needs require only 
local promotion, Roto's flexibility makes it possible 
for you to use its magnetic appeal to boost your 
sales in selected cities or zones. In addition to this, 
you get “preferred position,’ regardless of which 
page your advertisement appears on, because the 
interesting pictorial content of this effective, yet 
economical, medium sustains reader traffic on every 
page. Place your advertising in Rotogravure and 
let the tremendous power and quality atmosphere 
of this distinctive medium give extra punch to your 


selling messages. 


For more information, write Kimberly-Clark Cor- 
poration. We maintain a service, research and 
statistical department for the convenience of ad- 
vertisers and publishers. Take advantage of this 


liberal offer. There is no charge for our service. 


“Based on a continual analysis of how 21 


different papers in 17 key cities are read. 


VURE PAPERS 


872 . NEENAH, WISCONSIN 
Los Angeles, 510 W. Sixth Street 
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Take A HINT from America’s foremost advertisers! 
Use Rotogravure printing in your direct mail ad- 
vertising. You'll find the impressiveness of Roto- 
gravure printing will add to the effectiveness of 
your brochures, circulars and catalogs. 

With Rotogravure printing you get the same 
eye-appeal that attracts millions and millions of 
readers every week to the newspaper Roto- 
gravure Sections. And remember... Rotogravure 


does far more than attract reader interest. It 


y. 5.8 CAN 


REG pal orf 


oct 


creates a quality atmosphere which is auto- 
matically and immediately associated with 
your product. 

Specify Rotogravure for your direct mail ad- 
vertising. You'll agree with the hundreds of others 
who have benefited by the magnetic appeal of 
this distinctive, yet economical method of print- 
ing, in saying, “It's the presentation that pays!” 

Foremost advertisers use Rotogravure in rich 


monotone and in thrilling natural colors, be- 


otoplaté 
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MEANS MORE READERS — 
MORE READERS 
MEAN MORE SALES — 


AUT] AW 


cause Roto gives the closest obtainable repro- 
duction of original photographs, drawings 
and paintings. A picture in Roto is the next best 
to showing your actual product or package. 

If you need advice on Rotogravure printing, 
call in a Kimberly-Clark Rotogravure man. There 
is no charge for our cooperation, which is avail- 
able to you at each of our offices. If you prefer, 
write for advice and samples of these famous 


Rotogravure papers: 


Remember, paper plays a vitally important part in the effectiveness of Rotogravure —choose it carefully ! 


Compare the nationally -accepted Rotogravure papers made by Kimberly-Clark Corporation, listed 


above. They come in wanted weights and sizes to suit your requirements, to meet your budget 


Kimberly-Clark Corporation 


Established 1872 —Neenah, Wisconsin 


New York 
122 East 42nd Street 
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Chicago 
8 South Michigan Avenve 


Los Angeles 
510 West Sixth Street 
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Spud Imperials 
Buck Smokers’ 
Tax Rebellion 


Axton-Fisher Presents 
New Version of King's 
Size Cigaret 


Louisville, Ky., Sept. 10.—Pitting 
the cool fragrance of a new blend | 
and the economy of “king’s size” 
against a smokers’ revolt engen- 
dered by higher taxes, Axton-Fisher 
Tobacco Company will present Spud 
Imperials to newspaper readers of 
four markets next Sunday. The 
new cigaret will make its initial bid 
in 600-line rotogravure space and | 
will continue to court the friendship | 
of tobacco lovers in semi-weekly | 
advertisements of the same size. 
These tactics will be repeated in a 


\\ 


THE/nEW Spud 


RESENTING 


First copy in the new newspaper cam- 
paign for Spud Imperials. 


Pacific Coast invasion scheduled 
for November and in Southern 
fashion haunts to be reached at 


their post-New York peak. 

Spud Imperials return to the 
wars after a brief respite from ex- 
perimental challenges in Indianap- 
oli 
of tax-weary smokers was tested. 
These cities were chosen because 


they represent two extremes, St. 
Louis levying a two-cent cigaret 
tax, the Hoosier metropolis none. 
Results seem to be epitomized in 
the new battle plan, confined to 
Cities which have thus far, at least, 


refrained from jolting manufac- 
turers and their patrons with new 
imposts. 
New Boston Tea Party 

he half-cent federal tax on 
rets which took effect July 1 
had repercussions on consumption 
out of all proportion to the size of 
the added penalty, and executives 
if \eading companies are spending 


cig 


some sleepless nights as a result. 
The situation has been complicated 
by retailers’ unwillingness to ob- 
ser suggested resale prices. In 
son cities, it is true, popular 
brands are available at 14 cents. In 
Others, dealers charge 15 cents for 


singie packages, but sell two for 28 
cer 

Until July 1, cigaret sales were 
rolling along at an unprecedented 
pac’, volume for the first six months 
if 1940 representing an increase of 
ll per cent over 1939. With smok- 
fs manifesting open annoyance and 
fesentment over higher tariffs, how- 


and St. Louis, where the mettle | 


DIGNIFIED COPY 


~ /liling f 


THE NEW Spud 


IMPERIALS 


Lintly J grching 


of advertisements 


One of the series 
announcing the Spud Imperial. 


turn for the worse. Demand de- 
clined so precipitately in July that 
the total for the seven months was 
only 8 per cent ahead of the corre- 
sponding 1939 period and another 3 
per cent went overboard in August. 
Whether lovers of Lady Nicotine 
have become reconciled to the 
higher prices and are now buying 
in their accustomed volume will 
not be known for some time. Nor- 
mally, the higher priced cigarets 
are the first to react to normal after 
a shock of this kind, the erstwhile 
ten-centers being slower to adjust 
themselves to the new tempo. 

It is into this tangle that Axton- 
Fisher projects its Spud Imperials, 
which will sell at 15 cents straight, 
in contrast with the orthodox Spud, 
which competes with the Big Four. 


|Copy will give equal emphasis to 


“extra length” and to “mild men- 
thol flavor,” a subtle blend which 
justifies the claim, “modern 
stratoliner.” 

Copy appeared in all three St. 
Louis papers and in the News and 
Star in Indianapolis. The new 


as a 


schedule embraces the News, Times | 


and Tribune in Chicago; Free Press, 
News and Times in Detroit; Times- 
Tribune and Star-Journal in Minne- 
apolis, with the Dispatch-Pioneer 
Press being used in St. Paul. 
Axton-Fisher Strategy 
Without exception, cigaret manu- 
facturers who have adopted the 
policy of giving longer smokes have 
abandoned the standard size. While 
Axton-Fisher apparently has no in- 
tention of withdrawing the old 
Spud from the market, it is reported 
that with the exception of the cork 
tip, not available in Imperials, de- 
mand is almost automatically shift- 
ing to the new product. Spud Im- 


|perials are packaged in a gay silver 


and blue container, the standard 
Spud retaining its green and gold 
silks. The new package also sports 
an entirely new style of lettering. 
The account is handled by Weiss & 
Geller. 

The rise of king’s size cigarets 
continues to be the phenomenon of 
the industry, apparently being the 
only feature thus far developed 
which threatens the supremacy of 
the Big Four. No less than seven 
oversize cigarets are now compet- 
ing for the favor of the smoker who 
likes those extra puffs, the list em- 
bracing, besides Spud Imperials, 
such brands as Dunhill, Tareyton, 
Wings, Pall Mall, Regent and 
Leighton. One or two of these have 
returned to the flat box which Dad 
carried during his courting days. 


Hanna Appoints Gray 

Hanna Engineering Works, Chi- 
cago, maker of air and hydraulic 
cylinders, riveters and hoists, has 
appointed Russell T. Gray, Inc., 
Chicago, to handle its advertising. 
Trade papers and direct mail will 
be used. 


Young Names Western 


Young Radiator Company, Racine, 
Wis., has appointed Western Adver- 
tising Agency, Racine, to handle ad- 
vertising of its heating, cooling and 
air-conditioning equipment and 


eve the situation took a sharp radiators. 
7 as an 
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OCTOBER LINAGE FOR CANADIAN MAGAZINES 


1940 ~—1939 
Pages Lines Pages Lines 

aiMacleans 68.5 4 169 ' 40 
Maytair 1.9 4.502 53.9 6.238 
Canadian Home Journal i O49 41.8 9 
Chatelaine 4 7 P| 0 
National Home Monthly " 1 
Canadian Homes & (Gardens 4 s 
ce Liberty 11,891 25.8 11,089 

Total Group 00.449 191.996 

Display, including poultry and livestock in Canadian Farm Papers 

b?Free Press Prairie Farmer 14.9 S44 10.5 of 
Family Herald 

btEastern Edition 8 S44 

b?tWestern Edition l 8 "5.830 
i*Farmer’s Advocate & Hon Magaz 621 16,475 
Farmer's Magazine 29.8 STS 21,365 
bWestern Producer 18.1 187 1 16,491 
d*Canadian Countryman 7.9 19,55¢ 16,279 
Country Guide & Nor’-West Farme: LHS 19,29 16.031 
*Farm & Ranch Review 13.4 9.6 10 470 

Total Group 1 "I 18 11 

aSemi-monthly both issues nceluded 

bSeptember linage 

Weekly September linage 
*Figures supplied by Publishers Informa Kiureau 


c4 issues 1940 


d Bi-weekly 


‘Remington Shavers 
‘Set Sales Record 


September sales of Remington 
jelectric shavers increased 252 per 
'cent over the same month last year 
and set a new high for the month, 
according to Harry Landsiedel, vice- 
| president of Remington Rand, Inc., 
)and general manager of the Gen- 


;eral Shaver division, Bridgeport, 
| Conn. 
National advertising, through 


| Batten. Barton, Durstine & Osborn, 
New York, has been increased for 
November and December. About 
| 200,000 lines in cooperative news- 
paper advertising is expected for 
| October. 


Carpets to Fairfax 
Alexander Carpet Company, New 
York, has appointed H. W. Fairfax 


Advertising Agency, New York, to!and 


direct its account. Magazines and 
local newspapers will be used. 


“Popular Science” 
Offers Auto News 


With its November issue, Popular 
Science Monthly offers a_ section 
devoted to news of the automotive 
industry for the consumer. 

The new editorial feature will 
cover all phases of the automobile 
and its operation, including stories 
about the men who run the indus- 
try, about progress in the field, the 
production line, and the care of a 
car. 


Associated Adds Four 


Associated Radio Markets, Min- 
neapolis, station representative, 
which has taken larger offices at 
914 Northwestern Bank bldg., has 
added to its staff: Frank E. Reed, 
Jr., formerly of Northrup, King & 


Co., traffic manager; Eileen Baker 
Marjorie Collins, merchandis- 
ing staff, and Fred Kedney, art 


department. 


Craftint Buys Mistograph 

Craftint Mfg. Company, 
land, maker of shading mediums 
used by commercial artists, has 
bought the assets, trade name and 
good will of the Mistograph Studios, 
Los Angeles. 


Cleve- 


Moving 


YOUR peoanes 
OFF 


of dealers” shelves 


There you sit. ... on the top 
dusty shelf; on a dark, bot- 
tom, dirty shelf; or on the 
imperial shelf, eye-high .... 
in the company of your com- 
petitors; and you pay your 
salaries, wages, overhead and 
DIVIDENDS depending upon 
what women think. Women 
. glance appraisingly at 
four or five competing brands, 
brands equal in quality, equal 
in price, and select ONE 
brand confidently. Set your- 
self apart, make her believe 
in your brand, make her 
PREFER it to all others .. . 
with planned, scrapping adver- 
tising, in SMALL units, pub- 
lished constantly, Have you 
seen Mrs. Snyder's Candy ad- 
vertising in newspapers? 


‘ 

OREN ARBOGUST 
ADVERTISING 
Thirty N. Michigan Ave. 
CHICAGO 
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Ves, we engraved from the rough! 


Show-through’s a disappointment on mailing pieces, too! 


SHOW-THROUGH ISN'T FUNNY—on a direct mail job. 
It can blur the illustrations, muddy the text, kill 
the effectiveness of the best-planned piece. 

Print your to-be-mailed jobs on Hammermill 
Opaque. This paper is light in weight, but it has 
the opacity of heavier stock. You can avoid ‘“‘show- 
through”’ even when you print on both sides of sheet. 

Because it is light in weight, Hammermill Opaque 
cuts your paper and mailing costs to the bone. Use 
these savings to produce a better job for your 
money — to get better artwork . .. better printing 


f 


J 


...anextracolor.. 


Name 


. a larger edition. 


Hammermill Opaque prints well by either letter- 
press or offset. 
kle to halftone work. Colors are rich, brilliant. 
Text matter is sharp, inviting to read. 


Its clear white gives a lift and spar- 


See Hammermill Opaque for yourself. Compare 
it, weight for weight, with any other opaque for 
whiteness, brightness, opacity. Mail coupon for a 
collection of Commercial Specimens on Hammer- 
mill Opaque, a packet of 50 sheets and a handy 
sample book with full stock informacion. 


a a a a oe a ee oe a oe a 


Hammermill Paper Co., Dept. G, Erie, Pa. 


Please send me, free, Commercial Spec 


imens, 50-sheet test packet and Sample 
Book of Hammermill Opaque. 


Position 


Please attach to 


or write m, your mpan 
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Importance of Selecting the 
Right Dealer 


A recent news story in ApvERTIs- 
inc AcE explained the reasons for 
the change of policy of the Crosley 
Corporation, as a result of which 
experienced automotive dealers will 
hereafter distribute the Crosley 
automobile. The experiment of 
attempting to sell and service it 
through Crosley radio and refriger- 
ator dealers turned out unsuccess- 
fully, as had been freely predicted 
by those most familiar with the 
problems of automotive merchan- 
dising. 

It is interesting to note, too, that 
the new Ford tractor will have the 
benefit of tailor-made distribution, 
since the Ferguson-Sherman Com- 
pany, distributor of the product, 
is appointing dealers regardless 
of their activities in the sale of Ford 
cars and trucks. When the Fordson 
tractor was put on the market 
twenty years ago, the company re- 
quired dealers to take tractors in 
proportion to their sales of Ford 
automobiles, and many a successful 
Ford dealer was hamstrung by hav- 
ing to tie up a lot of his working 
capital in tractors for which his 
particular market had little demand. 

Besides selecting Ford tractor 


| Gonlere on the basis of their facili- 
ties for selling the farm market and 
| their ability to contact it success- 


dealers to be amply financed, and 
to carry an adequate stock of trac- 
tors and parts. This is in line with 
established Ford policy, and means | 
that a strong organization will be 
functioning in behalf of selling and 
servicing the new tractor line. 

Both the instances referred to 
indicate that merely stocking “deal- 
ers” is not enough to insure success- 
ful merchandising, regardless of the 
extent of the market or the general 
acceptance of the brand name. The 
right dealers, capable of intelligent 
presentation of the product and 
satisfactory servicing after it 
reaches users, must be on the job if 
permanent success is to be assured. 

In the case of high-priced me- 
chanical specialties, the character 
of the dealer and his ability to 
render service after sale are far 
more important than the number 
of retail outlets. Proper selection 
of dealers is therefore the first 
requisite of successful distribution 
and sales. 


Pass the Walter-Logan Bill 


As this is written, Washington 
seers are still predicting that the 
Walter-Logan bill will be brought 
before the Senate at the present 
session—but even those who op- 
timistically assumed a week or so 
ago that the bill might be brought 
up for discussion at any moment 
are now reconciled to seeing it re- 
main carefully pigeon-holed until 
after a report has been made by 
the Attorney General’s Committee 
on Administrative Procedure. By 
the most fortunate kind of accident, 
this committee is not expected to 
release its report until sometime 
after Nov. 5. 

The Walter-Logan bill, designed 
to provide for more adequate court 
review of the acts of certain ad- 
ministrative agencies, and to set up 
a standardized procedure for many 
of these agencies, passed the House 
on April 18, and has been pending 
before the Senate, without action, 
ever since. Perhaps the report of 
its House passage in ADVERTISING 
Ace, in which the comment was 
made, “It was freely predicted that 
a Presidential veto awaits. the 
measure,” explains the lengthy de- 
lay in the Senate. 


are a 


Whatever the reason, it has be- 
come crystal clear that there is 
strong opposition to the bill in the 
Senate and in certain centers of 
governmental  life—opposition so 
strong and at the same time so un- 
sure of itself that it is desirous of 
avoiding a vote on the measure, 
and of avoiding discussion of it on 
the floor of the Senate, if at all 
possible. 

Specific exemption of the Fed- 
eral Trade Commission and certain 
other administrative and quasi- 
judicial agencies from the terms of 
the bill as it passed the House 
caused many advertisers to lose 
much of their original interest in 
this measure. But the bill still con- 
stitutes a step in the right direc- 
tion, and should be enacted into 
law. Every step which more clearly 
delineates the functions, powers 
and administrative techniques of 
| independent government agencies 
makes it just that much easier to 
have intelligent dealings with these 
agencies, and at the same time 
makes it just that much harder for 
such agencies to act in capricious, 
unreasonable or unwarranted 
fashion. 


E. KEBBY, Secretary | 


Manager. | 


fully, those in the trade have ap-| 
proved the idea of requiring these | 
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Ad-libbing 


Culture by the Pound 


Inasmuch as the book business 
isn’t what it used to be, few should 
object if retailers in that field ex- 
periment with new sales techniques 
or promotional ventures. The 
sample shown here is an advertise- 
ment which has been appearing re- 
| cently in ge newspapers. This, 
we feel, has gone too far. Sales- 
| manship is one thing but culture by 


BOOK SALE 


By the 
POUND! 


160,000 volumes. Fiction, 
non-fiction, history, biog- 
raphy, poetry, educational, 
chrtdren’s books and text 
books. 


New and Used 


19s. 


Columbia Educational 
Books, Inc. 


N. E. Cor, 
Randolph & Michigan 


Open 9 A. M. till Midnight 
Sunday 2 P. M. to Midnight 


the pound is something that all 
respectable folks ought to resist. 
Think for a moment of the future. 
Picture a struggling author with 
a unfinished book, a mortgage, a 
wife and a couple of kids on his 
hands. It has been under such 
circumstances that some of the best 
books were written. With culture 
going by the pound it is unlikely 
that this will be the case. The 
author will think of the mortgage 
and add another 100 pages or so to 
his work of art. One of the kids 
will have to have a _ tonsilectomy 
which will bring on another six or 
seven chapters. And the final touch 
will be when the wife rushes into 
the author’s study just as he is 
wrapping up his manuscript with 
the announcement that Mrs. Jones 


}coat and she can’t go another day, 
etc., etc. Out of the wrapping paper 
will come the book for the addition 
|of another few hundred pages. And 
| in the end, the book will make the 


% 
op Oey 


has just stepped out with a new fur | 


Sears catalog look like a Haldeman- 
Julius number—all because the 
author needed more cash. 


Trade Name Practice 

Fred Hecht, who is in charge of 
the extensive informative labeling 
program now being worked out by 
Sears, Roebuck & Co., told the Chi- 
cago chapter of the American Mar- 
keting Association the other day 
that his work in labeling the Sears 
retail line has convinced him that 
the best trade name policy to fol- 
low is the use of an over-all name 
with strong sub-names to dis- 
tinguish different sizes and qualities 
in a particular line. Sears now has 
three different policies in trade 
names, he pointed out. Some lines, 
such as radios and refrigerators, 
have an over-all trade name, and 
different models are distinguished 
only by model numbers. Some 
lines, such as hosiery, carry an 
over-all name, with different grades 
designated by a _ strongly-stressed 
sub-name. In still other lines, every 
item in the line has its own trade 
name. The over-all name with 
strongly accented sub-names to dif- 
ferentiate between qualities or 
grades seems best, he said, because 
the over-all name is always stressed 
as well as the sub-name, and the 
buyer is unconsciously aware of the 
other grades sold under the over- 
all name, thus inducing trading up. 


Britain's Advertisers 

The “see it through” policy of 
Britishers is pretty well evidenced 
by a piece appearing in a recent 
copy of the Advertiser’s Weekly. H. 
Lewis Selby, chairman of the Pub- 
licity Club of London, makes a 
point that might be well heeded by 
advertisers who are tempted to fold 
their tents and steal away into the 
night at the first breath of a depres- 
sion. There’s a lot of bombing 
going on over in London and busi- 
ness conditions are presumably 
worse than they were here, even 
during the depths of the depression. 
Yet Mr. Selby urges every British 
advertiser to do his duty. 

“Every national advertiser of 
branded commodities who refrains 
from advertising now is failing to 


|rearm for the world war for world 


markets,” Mr. Selby declares. “I 
predict the greatest commercial war 
of all times, just ahead of us. While 
A. A. guns shatter the peace of the 
London night as I pen these lines, 
I cannot believe that we will leave 
|ourselves as unprepared in our 
commercial armament as we did in 
military armament during the years 
leading up to this war.’ 

After all, one may assume quite | 
properly that it wasn’t for nothing | 
that England has become known as 


a nation of merchants and traders. 


Information 
for 
Advertisers 


The following documents may »e« 
secured without charge from com- 
panies sponsoring them, or thro, 
ADVERTISING AGE, by any natio) a] 
advertiser or advertising age: y 
executive writing on his busin +s 
letterhead. 


No. 1721. How You Can Use Lay | 
Improved Photo-Offset. 


In this new brochure, Law -] 
Process Company outlines its = - 
cilities and services, and illustra x5 
the speed, economy and flexibi! y 
of its photo-offset process. Rep: - 
ductions show many uses, from a 
simple, illustrated sales letter to ' 
more complicated layout, includ 
examples of color work and di 
tone. 


ee ee 


No. 1722. Why Should I? 


“Advertise in Our Sunday Visi or 
and The Register’ finishes the qu: ;- 
tion of the title, and the pages of 
this brochure offer numerous re.- 
sons. The papers’ editorial appc.l 
and reader response are discussed 
and information is provided con- 
cerning the number of reade's, 
where they are, and their buying 
ability. Rate and circulation data 
are included, as well as some aid- 
vertisers’ success stories. 


No. 1723. The Farmer’s Daughter 
Presents the Dial-Lite Market. 


Dial-Lite, the new radio news- 
magazine, has issued this market 
data book, which gives an analysis 
of its controlled circulation formula 
for each of the counties it serves 
in the Midwest rural area. Com- 
plete county data is given for crop 
production, livestock, rural families, 
farm income and other buying 
power indices. Included is a de- 
scription of Dial-Lite’s copy testing 
plan which enables an advertiser to 
test two pieces of copy in the same 
issue. 


No. 1680. More Circulation for the 
Same Money in Poster Adver- 
tising This Winter. 

Some interesting charts are in- 
cluded in this brochure which has 
been issued by Outdoor Advertising 
Incorporated, showing the seasonal 
variation in income, movie attend- 
ance, hotel occupancy, gasoline con- 
sumption and other factors tending 
to bring more people out of doors 
in the winter months. The story 
deals with the increase in the num- 
ber of panels by the majority of the 
industry during the winter months. 


No. 1677. WTAG Data. 


Radio Station WTAG, Worcester, 
Mass., has issued this file folder of 
material about its coverage, services 
and audience acceptance. Market 
data on population, income and ex- 
penditures are included. 


No. 1709. Sales Geography of the 
Pacific Coast. 


Columbia Pacific Network has 
issued this complete presentation of 
market data for the Pacific Coast. 
The study divides the information 
first into groups designated “busi- 
ness states,” representing areas in 
which Western wholesalers ‘is- 
tribute merchandise, then by me 'r0- 
politan areas, by cities and towns 
of 2,500, and by the rural ar-as. 
The tabulated material on pop !a- 
tion, radio families, and retail! ©ut- 
lets and sales, with maps sho \ng 
sales routes and relative impor! nce 
of each county in terms of © ‘ail 
sales, provides valuable hel; 
determining West Coast sales o; »°'- 
tunities. 


No. 1687. A Farm & Ranch S 4y- 


In this booklet Farm & Finch 
dissects advertising and sellir: 
the Southwest market in towns of 
less than 20,000 under the eng ="8 
ititle of “The Traveling Sale-™4? 
and the Farmer’s Daughter ! 
points up to the importance of ‘4r™ 
advertising and Farm & Ran 
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October 14, 1940 ADVERTISING AGE 


CHICAGO'S FIRST 
ADVERTISING GRIDIRON DINNER 


THE HEAT’S ON! 


Everyone in advertising is invited to attend this first Advertising Grid- 


iton Dinner at the Stevens Hotel on Friday, October 18, Nothing ,in 


advertising will be held sacred. Absolutely nothing! For your tickets, 


. | 


} rite or phone Charles C. Younggreen, chairman Invitation Committee, 


} °20 North Michigan Avenue, Whitehall 7440. 
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Colgate Waives 
Purchase Slip 
in New Contest 


Chicago, Oct. 7.—That rarity of 
radio, a contest in which no evi- 
dence of purchase is required, made 
its appearance Saturday night on 64 
CBS stations in behalf of Cashmere 
Bouquet soap and toiletries. The 
radio audience is invited to suggest 
numbers to be performed by Wayne 
King’s melodious orchestra, each 
request being accompanied by a 
letter of not more than 50 words 
explaining why that song carries 
special significance for the writer. 
These reasons permit the dashing 
Phil Stewart to do some romanti- 
cising, and win six $125 Orange 
Blossom diamond rings weekly for 
the contestants. Stewart, who was 
the announcer for King when the 
latter carried on for Lady Esther, 
is freshly returned from Hollywood. 

If Colgate-Palmolive-Peet Com- 
pany has turned to a low pressure 
strategy in a revulsion from ortho- 
dox tactics, the script writer for 
Sherman & Marquette, Chicago 
agency, strives valiantly to redeem 
the battle. He has the announcer 
whisper to the feminine portion of 
the audience that a strange affinity 


exists between the senses of men 
and the odor of Cashmere Bouquet. 
This statement is supported by a 
Listerineish interlude in which a 
pretty girl’s bid for a stroll in the 
moonlight meets a blunt refusal 
from her hitherto yielding escort. 

The new weekly program occu- 
pies the 25 minutes. preceding 
Columbia’s news feature, “Elmer 
Davis and the News.” 


Plan Second National 
Notion Week in 1941 


Under the auspices of the 
tional Notion Association, New 
York, the second National Notion 
Week will be held April 21-26, 1941. 

The first National Notion Week, 
in 1940, was participated in by l1,- 
800 department and chain stores 
throughout the country. Over $100,- 
000 was spent in newspaper adver- 
tising by stores in 39 states, and 29 
states were represented by stores 
that shared the $1,260 in prizes in 
the window display contest. 


| 


Na- 


La Choy in Newspapers 


La Choy Food Products, Detroit, 
maker of Chinese foods, has sched- 
uled 150 newspapers in key cities 
in a new campaign. Copy will sup- 
plement newspaper cooking schools 
in which the company’s products 
are featured. MacManus, John & | 
Adams, Detroit, is the agency. 


FCC Defines 


Service Areas 
of F-M Stations 


Washington, D. C., Oct. 10.—For 
the purpose of providing more ef- 
fective use of the limited number 
of channels available for high fre- 
quency broadcast stations (F-M), 
the Federal Communications Com- 
mission has amended the rules 
and regulations governing high fre- 
quency broadcast stations to clarify 
the requirements as to the areas to 
be served. Under the amendment 


the 35 channels are divided in three 


groups as previously, but the serv- 
ice area of stations operating on 
these frequencies is defined more 


| specifically. 


The terms “basic trade area” and | 
|“limited trade area” are coined for 


the purpose of defining and estab- 
lishing the area to be served by 
high frequency broadcast stations. 
In addition to these two areas, rural 
areas are also recognized as service 
areas. 


as used for this purpose is sub- 


|stantially the same as that defined 
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BR Long Way — Kitty Hawk 


_to Southern California 


suit. The disputed headline, “Goodbye 


The meaning of rural area | 


ANCIENT APPEAL 


Goodbye 


dandruff 


goodbye 
itching 


THE SAFE ANTISEPTIC 


LISTERINE 


kills 200,000,000 germs in 15 seconds 


This Listerine advertisement, which ap- 


peared in newspapers April 10, 1929, 
forms an important part of the com- 
pany's rebuttal in the Fitch plagiarism 


Dandruff,’ is being used in current Fitch 
magazine copy. 


by the Census Bureau except for 
certain modifications for radio pur- 
poses. Trade areas, both basic and 
limited, are selected as the best! 
means of establishing the service 
of high frequency stations. 

The FCC said that this basis has 
been selected because the limitation 


from stations in different areas wi!! 
vary widely. To permit stations j; 
large cities to extend their area 
beyond the trade area would neces- 
sarily result in a situation whe: 
some areas which could otherwis 
support a station would not be ab! 
to do so, and as a result, the pla: 
for uniform distribution of servic 
where technically and economical! 
feasible would be impaired. 

Limited trade areas are estal 
lished for the purpose of permitti: 
service to cities and their trac 
areas so that the many cities whic 
are not listed as principal cities « 
basic trade areas may have statio: 
to cover the sphere of economic i 
fluence of such city. These are; 
in general are much smaller tha 
basic trade areas and do not follo 
a uniform pattern throughout tl 
United States but are determined | 
location of cities in their respecti\ 
spheres of economic influence. 

Division of Channels 

Twenty-two channels are assigne 
to be used by stations serving bas 
and limited trade areas in whic 
the city in which the station is k 
cated has a population of over 25 
000. Six channels are reserved fc 
the basic and limited trade area 
in which the city in which the sta 
tion is located has population les 
than 25,000. 

Seven channels are assigned fi 
stations designed to serve primarily 
larger rural areas which cannot bi 
served satisfactorily by station 
serving basic and limited trade area 
due to technical or economic limi- 


of the trade areas as established cor- 
responds in general with the social 
and cultural interests of the com- 
munity and because the area which 


ja high frequency broadcast station 
|can serve with good technical serv- 


ice both day and night corresponds 
in a large measure with the ma- 
jority of such areas. The aggregate 
of all the basic trade areas includes 
the entire area of the United States 
and thus virtually the entire popu- 
lation will receive service under the 
plan. 


Basis for Service 


There will be approximately 625 
basic trade areas. The Commission 
will establish the boundaries of 


|these areas on the basis of a show- 
|ing made by applicants and other 


Government economic radio cover- 
age data. Special consideration will 
be given to radio coverage limita- 


tations. These stations are permitte 
|to serve principal cities or othe: 
cities provided that in giving thi 
service, they do not sacrifice the 
rural service which the station 
designated to serve. These stations 
|cannot be located so that their serv- 
lice area coincides with limited o: 
| basic area stations. The location 
ordinarily would utilize high topo- 
graphical locations to permit of the 
|coverage of large rural areas which 
|must be at least 15,000 square miles 
except in special cases provided in 
\the rules. The purpose of these 
|stations is to round out the service 
|to the rural area which these sta- 
|tions can supply, but could not be 
|supplied by the stations designated 
ito serve trade areas. The key to 
| these stations is large rural cover- 
|age without competitive advantages 
over trade area stations, according 
‘to the FCC. 


Bloomfield Heads Course 


Daniel Bloomfield, manager of 
|the retail trade board of the Bos- 
|ton Chamber of Commerce, has 
| been appointed leader of a new 
'course in salesmanship at Harvard 
|University. Outstanding business 
leaders will address the class. 


‘tions, but as far as possible, the re- 
|tail trading area will be followed. 
/Each area will have one or more 
“CRACKPOTS!”——So said the public of the brilliant |stations designed to serve the en- 
; ‘ ; : tire area, but since the area may 
Wright Brothers during their struggle to give air- vary widely in size, the effective 
. radiation (determined by antenna | 
planes to the world. However the immortal Arthur height, antenna gain and power) 
Brisbane and vigorous William R. Hearst believed in 
them. They visualized the future of aviation and 
fought to advance its public acceptance. Today MYRON J 
Southern California is the aviation capital of the 
world. Los Angeles alone is credited with more than 
55° of the nation’s entire airplane production; here Br deastin 
55,000 employees receive annually $99,000,000. The the Ne s 9 
Examiner devotes more space to aviation than any 
other Southern California paper and Derek White, 
aviation editor, is avidly read by the industry’s KWK 
thousands of workers. Southern California is one = % 
vast single community, bound together by climate, 
agriculture, and oil. Small wonder that so many 
« * folks in this rich community look to its great news- 
YOUR BEST. Somnday PUNCH! : 
te . . . . 
paper—the Los Angeles Examiner—for its reading— 
—— a . ° ° 
its buying advice. 
Se 
E ; 
e —_—_— i. 
More Sunday Circulation! , 


Theos the Other 8 Southera Colifernie 
Sendey Pepers Combined 


Gad AT A LOWER RATE! 


Los AMI NER 566,175 2 | 
OTHER 
Esc 


LOS ANGELES EXAMINER 


Represented Nationally by the 
RODNEY E. BOONE ORGANIZATION 


_ ST.LOUIS KWK 


BENNETT 


| Daily over 
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NBC Advances 
Strotz and Kopf 
in New Shifts 


New York, Oct. 8.—Reshuffling 

; executive personnel once again, 
the National Broadcasting Company 

s shifted Sidney N. Strotz from 
Chicago to New York, where he will 
succeed John F. 
Royal as_ vice- 
president in 
charge of pro- 
grams. Four 
other men _ are 
involved in the 
changes. 

Mr. Royal has 
taken a newly- 
created post in 
which he will 
direct develop- 
ment work in 
such radio off- 
shoots as_ inter- 
national and short wave broadcast- 
ing, television, frequency modula- 
tion and facsimile. 

Mr. Strotz’ position as manager 
of the central division will be as- 
sumed by Harry 
Cc. Kopf, sales 
manager in the 
Chicago office. 
Both are Chicago 
NBC veterans, 
the former hav- 
ing joined the 
company in 1933 
and the latter 
two years earlier. 

The new and 
comprehen- 
sive position for 
Mr. Royal caused 
other changes 
among headquarters personnel. 
Frank E. Mason, vice-president, will 
relinquish his supervision of the 
international short wave division 
and concentrate on his duties 
head of the information depart- 
ment. 

L. P. Yandell, formerly in charge 
of commercial short wave broad- 
casting, has been appointed man- 
of the international short wave 
department. Clayland Morgan, for- 
merly assistant to the president in 
charge of public relations, has been 
made director of institutional pro- 
motion. 


Sidney N. Strotz 


Harry C. Kopf 


as 


abel 


To J. W. Pepper 


Specialty Record Company, New 
York, has appointed J. W. Pepper, 
New York, to handle its account. 
The company produces recordings 
of monologues, accompanied’ by 
music, by film stars. An auto- 
graphed two-color picture of the 
star is imprinted on the record. 
Magazines, newspapers and _ point- 
of-sale material will be used. 


NBC Appoints Dunn 


Ashton Dunn, formerly an assist- 
ant, has been appointed manager 
of the personnel division of National 
Broadcasting Company. D. B. Van 
Houten, assistant to the director of 
the general service department, has 


been acting personnel manager 
since the resignation of Dwight 
Wallace. 

Th 

Hj, 
PICTURES Zo 


worth 
10,000 words 


in newspaper 
ads? 


So 
> 
“A 


Here are a few tips to help make 
thern so An excellent photograph may 
be entirely inadequate for newspaper repro- 
duction. This 40-page handbook tells why. 
It also tells the why of engraving, typog- 
taphy, artwork, and lockup for newspaper 
Gdvertising. Write us about it! 


The Rapid Electrotype Company 
Cincinnati, Ohio 


Ally of advertisers since 1897’ 


Beichl Joins WFHR 

Bruce Beichl has resigned from 
the program production staff of 
station WRJN, Racine, Wis., to be- 
come commercial manager of sta- 
tion WFHR, Wisconsin Rapids, Wis., 
which is scheduled to start opera- 
tions Nov. 1. Mrs. Beichl will di- 
rect women’s activities and sales at 
the station. 


Fawcett Shifts Three 


Llewellyn Miller has been named 
editor of Screen Life, succeeding 
William B. Hartley, who has been 
assigned to new editorial duties 
with Fawcett Publications, Inc., 
New York. Jean Votsis, formerly 
associate editor of Screen Life, suc- 
ceeds Mr. Miller as editor of Holly- 
wood. The changes are effective 
with the January issues. 


"PM! Circulation 


122,000 Daily 
for Six Months 


New York, Oct. 8.—Official dis- 
closure of PM circulation figures 
was made last week, while stock- 
holders debated the take-over offer 
of Marshall Field III, when the 
daily published its statement of 
ownership in compliance with postal 
regulations. Since publication was 
started June 18, average daily sales 
have been 122,353 copies. 


In the same issué, in answer to 


a letter from a Cleveland reader, 
this additional information was 
given: “PM’s post curiosity low 


came the first week in August. Each 


week since then has shown im- 
proved newsstand sales. We don’t 
know where we stand on subscrip- 
tions because so many of them have 
yet to come up for renewal, but 
we think we are holding our own. 
A lot of people who canceled during 
the first few weeks have subscribed 
again. We need about 200,000 more 
circulation than we have, but we 
are willing—and fixed—to spend 
another year earning it.—Ed.” 


Kimball Joins Forshew 


Everett Kimball, Jr., who has 
been with International Business 
Machines Corporation, New York, 
for the past four years, has been 
named sales representative of Fors- 
hew & Jacobus, New York research 
tabulation firm. 


Frank Miller Improves 


Kodachrome Reproduction 

Frank Miller, of Photocrom, 1141 
Belmont avenue, Chicago, has de- 
veloped a system, called “chromatic 
impedance,” which is said to main- 
tain color richness while picture 
contrast is being reduced in the 
making of printed reproductions. 
Mr. Miller, who formerly was with 
Eastman and American Colortype, 
says that this objective has been 
attainable heretofore only by costly 
and complicated procedures. 

This development is available on 
the chromura print from’ koda- 
chrome made by Photocrom. In 
addition to improving results and 
reducing plate costs, it is claimed 
that prints can be retouched as de- 
sired and offer other advantages 
not found in film. Bryant Adver- 
tising, Chicago, is the agency. 


NEWS WEE K ° 


WE'RE STICKING OUR NECK OUT...and prac- 
tically asking for a fight. But really, we’re not 
mad at anybody. We just want to point out that 


TODAY NEWSWEEK IS ONE OF THE 
NATION’S FORCEFUL PUBLICATIONS 
... and here’s some evidence: 


ADVERTISING 


- For the 9 months of 1940 


(January through September) automotive 


advertisers have increased their space in 


NEWSWEEK 48\. 


their appropriations 91°: 


over the same period last year. 


CIRCULATION 


fessional groups 


E Oo F NEW S 


parable to mass media 


Ss 


Latest available ABC figures 
(6 months statement) show that newsstand 
sales, most sensitive gauge of public reaction, 
have rocketed 158‘: over the first half of 1939. 


Because NEwswEEkK reaches more than 400,000 
of America’s most important families, 87°: of 
whom are in business, executive and _pro- 
and because rates are com- 


you can 


buy cream for the price of milk! 
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Darr Joins Institute 


John W. Darr 
has resigned as 
vice - president 
and director of 
public relations 
of Commercial 
Investment 
Trust, Inc., New 
York, to become 
managing direc- 
tor, and vice- 
president of the 
Institute of Pub- 
lic Relations, 
Inc., New York. 
Bernard Litch- 
enberg continues as 
the Institute. 


Hershey on Radio 


McKee and_ Albright, Phila- 
delphia, which has been handling 
the sampling of MHershey’s soap 
granules in the East and coupon 
distribution of Hershey’s cocoa but- 
ter toilet soap, has been appointed 
to handle all advertising, including 
a spot radio campaign over seven 
stations which began Oct. 3. Charles 
Dieck is account executive. 


John W. Darr 


president of 


31 States Move 
Thanksgiving Up 
to 3rd Thursday 


New York, Oct. 9.—President 


Roosevelt’s designation of Nov. 21)| 


as Thanksgiving Day has won more 
adherents among the states this year 


North Dakota, Ohio, Oregon, South | 
Carolina, Texas, Utah, Virginia, 
Washington, Wyoming, and prob- 
ably Kentucky and West Virginia. 

The states whose governors will 
proclaim Nov. 28 as Thanksgiving | 
include the following: Arkansas, | 
Connecticut, Florida, Iowa, Kansas, 
Massachusetts, Nevada, New Hamp- 


shire, North Carolina, Oklahoma, | 


_achieve national distribution for a 
| product. 

| J. Harry Dahn, new president of 
| Vitamin Beverage Corporation, told 


e . 
Still Paying ADVERTISING AGE that the price o! 


Vitawater has been reduced. A 
carton of six 12-ounce bottles whic 
|formerly sold for 50 cents is noy 


to find out how you like SPAM offered at 35 cents, plus deposit. 


TRIES STUNT 


Pennsylvania, Rhode Island, South | 
Dakota, Tennessee, Vermont and 
probably Maine. 


than the early date decreed in 1939, 
a survey released today by the 
Association of National Advertisers 


i 
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Promotion Is Started 
First major promotion of Vita 


| water began here last week whe) 


shows. 

Thirty-one states will observe the 
early date, compared with 21 which 
followed the presidential lead last 
year. Sixteen states will stick to 
Nov. 28, the traditional date, while 
Wisconsin is still in doubt. 

Governors of the following states 
have indicated they will proclaim 


Nov. 21 as Thanksgiving Day: Ala- | 


| Newhouse Joins WOXR 


bama, Arizona, California, Colorado, 
| Delaware, Georgia, Idaho, Illinois, 
| Indiana, Louisiana, 
Michigan, Minnesota, 
Missouri, Montana, Nebraska, New 
| Jersey, New Mexico, New York, 


Maryland, | 
Mississippi, | 


Offers 2 Monthly Issues 


Current History & Forum, the 
magazine recently formed by the 
merger of Current History and 
Forum, has published its first twice- 
monthly issue with a new cover and 
format. According to the magazine, 
84 per cent of its readers expressed 
a desire in a poll for a second issue. 


Walter Scott Newhouse, Jr., for- 
merly with the Graduate Group, 
Inc., New York, publishers’ repre- 


| sentative, has joined the sales staff 


of Station WQXR, New York. 
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$60,000,000 NAVY CONTRACT 
PROVIDES $30,000,000 IN 
WAGES OVER FIVE YEAR PERIOD 


ADDED INCOME OF $1,225 for every man, woman, Gg 
and child in Manitowoc, Wisconsin, is assured through 4 


the Manitowoc Shipbuilding Company’s Government 


contract for ten new submarines of the Squalus type. 
It’s a sixty-million-dollar contract, of which thirty 


millions will be poured out into the city in wages 
exclusively—at the rate of $6,000,000 a year for the 


next five years—more than doubling present indus- 


trial payrolls! 


iN— 
1,612); 
annual 


’ / 


Sketch of Squalus type submarines to be constructed in 


Soe Phe we sey ood seems wy You the SPAM st yom ey |the company took over sponsorshi; 
ae |of a sustaining program heard ove 


|Station WOR. The show, former] 
~<a /known as “Where Are You From’? 
; |has been retitled “Americans All- 


14 
if 


VE THE META 
AND KEY from Spake 9% | Where Are You From?” Dr, Henr 
Ms |Lee Smith, voice detective, who | 
amazingly accurate at  guessin 


‘home sections of his microphon: 
|subjects by listening to their pro 
nunciation of certain words anc 
phrases, is featured. 
| The Pacific Coast, stronghold o 
|Mission Dry, will be the nex 
|territory to be developed throug! 
\intensive promotion. A few news 
|paper insertions have already ap 
peared, and radio will be added. I: 
|New York, in addition to the radi 
|program heard for a half hour a’ 
18 p. m. on Wednesday, newspaper 
and magazine copy will also b: 
|employed. Metropolitan editions o/ 
Cue, Esquire and The New Yorker 
are on the magazine list. 
Meanwhile, V. V. Concentrate, ; 
George A. Hormel tries out a more or |Companion product to Vitawater, is 
less familiar promotion stunt in Janes- | being sidetracked for six months 
ville, Wis., where newspaper copy like |It is to be marketed then as a bat 
this has been running. Prospective win- | accessory, to offer drinkers th: 
a . the $2 awards are expected to ‘opportunity of getting the vitamin 
ave the metal key strip and key from @ | -cientists say they need to limit th: 


i 


Manitowoc shipyards. Cocos 
A thriving industrial community 
in the heart of Wisconsin’s rich- 
est. agricultural and dairying 
section, Manitowoc is the home 
of the largest shipyards on the 
Great Lakes, as well as the larg- 
plant in the 
world (Mirro), the world’s larg- 


est) aluminum 


est malting plant, the world’s 
largest canned milk plant, and 
the only cement plant in Wis- 
all of them busy! Fifty- 
four other manufacturing plants 


consin 


help to provide the diversity of 
industry which assures continu- 
ous prosperity to this rich com- 
munity. 


MANITOWOC HERALD-TIMES 


MANITOWOC, WISCONSIN 


National Representatives 


BURKE, KUIPERS & MAHONEY, INC. 


New York 


Chicago 


Atlanta 


Oklahoma City 


Dallas 


For OUTDOOR & 
ADVERTISING 


consult your 


advertising agency... or 


HIGHWAY DISPLAYS: INC 


POUGHKEEPSIE. N.Y. 
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can of Spam in sal possession when effects of imbibing. It will also be 
. s |sold through food outlets as a sup- 
|plementary food. One c.c. of this 
° 4 product contains as many vitamin: 
itamin oda |B, and B, as a whole bottle of the 
|soda water. 
| Hamilton Pell, Wall Street broke: 
to Be Marketed 'who formerly was president of 
| Vitamin Beverage Corporation, is 
. ‘. |jnow chairman of the board. He 
also heads U. S. Vitamin Corpora- 
by Mission Dry tion, which owns the stock of the 
soft drink company. Maxon is the 
New York, Oct. 10.—V. V. Vita- | agency. 
water, the vitaminized club soda —— 
which is supposed to minimize the . 4 
effects of drinking, has taken a long Solid Fuel Appoints 
step toward national distribution by |, Solid Fuel Institute of Milwaukee 
effecting a tie-up with Mission Dry rr oe — ee mond 
Corporation by which Mission fran- bean Fey ‘oan gan hey steerer 
chise holders will bottle and sell the | Krasselt Company, Milwaukee, as 
vitamin drink as an addition to the | jts agency. C. H. Brehm is handling 
Mission line. the account. 
The product, which has been re- | 
|named Mission V. V. Vitawater, was 
introduced here in November, 1939, 
| and is now sold in about 10,000 out- 
lets in this area. Chain and inde- 
|pendent groceries, restaurants, drug 
| stores and bars and grills stock the 
product. 
Mission Dry, a Los Angeles firm 
| with a full line of about a dozen soft 
drinks, has 900 bottlers throughout 
the United States and Canada. By 
adding these bottlers to their list, 
| Vitamin Beverage Corporation, 
|maker of Vitawater, expects to 
'shorten the usual time necessary to 
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BALTIMORE :; BOOMTOWN 


1 Population is UP! (up 50,000 since last census 


(rated as one of America’s “hig! 


, Sales are UP! 
—— spot’’ markets) 


(millions in “‘defense” orde: 
now being placed) 


WFBR 


BALTIMORE 


National Representatives 


EDWARD PETRY & COMPAN’ 


\ Prospects are UP! 


And the short 
cut to the great 
Baltimore market is 


Ried 


* ON THE NBC RED NETWORK * 
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~ AMERICAR IS SHOWN 


on (08 FINE NEW AmERICAR AT eee OVERLAND ADMINISTRA 
same 


TOM BUN DING 
Te SOY, OCTOBER tot, 8 te oF. yous Fam roj fmenos 


Newspaper copy which gives the first | 
re 


iblic view of the new Willys Americar. 
The copy, which is also running in auto 
show numbers of magazines, 
to exhibit the MacManus touch. 


Clare Booth Sees 
Advertising as 
Sunshine Spreader 


Balances Sad News in 


Editorial Columns, 
Women Are Told 


New York, Oct. 8.—While news- | 


paper headlines grow bigger and 
blacker, literally thriving on the 
evils of the world, the “good news” 
of the times is amply represented 
in the advertising columns of the 
newspaper. This in itself is suffi- 
cient answer to the critics of con- 
temporary journalism, according to 
Clare Booth, playwright and author, 
a guest of honor today at the second 


luncheon meeting of the Advertis- | 


ing Women of New York, held at 
the Advertising Club. 

Miss Booth shared the spotlight 
with Mrs. Wendell Willkie, wife of 


the Republican presidential nomi- | 
entertainer, | 


nee, and Hildegarde, 
who is currently appearing at the 
Hotel Savoy-Plaza. In a short ad- 
dress, G. Lynn Sumner, 


press. 

The front page news of any news- 
paper, Miss Booth elaborated, is 
enough to make the average mortal 
despair—until he casts his eyes on 
the work of the advertising copy- 
writer. 


Some Good News 


“It is very good news indeed,” 
Said the author of several Broad- 
way hits, “to read that a woman 
can buy for $14.50 a copy of a 
Chanel model that originally sold 
for $350. And to read that thou- 
Sands of children are eating their 


continues | 


president | 
of the Advertising Club, described | 
advertising as the sign of a free | 


Post Toasties every morning with- 
out whining or whimpering is a 
comforting thought.” 

In this way, Miss Booth continued, 
advertising keeps the balance be- 
tween the tragedy of the times and 
the happiness of a people. Another 
contribution by advertising to a 
|happier way of life, according to 
Miss Booth, is that “thousands of 
American women are. smelling 
sweeter every morning.” 

In answer to a question put to 
her by John Anderson, drama critic 


}of the New York Journal & Ameri- | 


can, as to how the women of 
|America could play a part in the 
|current crisis, the playwright urged 
| that every woman save and “not 
| buy quite so many advertised prod- 
}ucts.” Miss Booth explained that 


| 


| this would free the way for indus- 
try to make more armaments. 

Looking at advertising through 
the eyes of an entertainer, Hilde- 
garde found that she is also an ad- 
vertising executive since she, too, 
endeavors to sell something through 
the medium of her songs. 

To a chorus of much appreciative 

|\laughter, the singer explained the 
|similarities between her work and 
that of the members of the adver- 
|tising women’s club. Just as the 
|latter change their copy to suit the 
readers of different magazines, Hil- 
degarde said, so she changes the 
presentation of her songs. 

“The smart advertising woman,” 
Hildegarde continued, “does not use 
the same sales approach year in and 
year out. The Saturday Evening 


Post and the Ladies’ 
have one audience and Vogue has 
another. In the same way, 
be subtle for one audience 
it on more’ for another—play the 
piano more, change my songs, my 
tempo and my gowns—you know 
what I mean.” 

When Mrs. Barbara Daly Ander- 
son, luncheon chairman, asked if 
anyone wished to question the 
entertainer about her views on 
advertising, the only question came 
from a male guest who asked for 
Hildegarde’s telephone number. 


Home Journal 


and ‘put 


Names Lee-Stockman 


Willcox & Gibbs Sewing Machine 
Company, New York, has appointed 
Lee-Stockman, New York, to direct 
its advertising. 


I must | 


“Household” Plans Drive 


A campaign for Household Maga- 
zine, published by Senator Arthur 
Capper, is scheduled to begin Oct. 
15 in Newsweek and the advertising 
business papers. Copy will feature 


flourishing retail trade conditions 
in smaller cities and towns from 
which the magazine gets the larger 


part of its circulation. Tracy-Locke- 
Dawson, New York, has the ac- 
count. 


‘Promotes Drambuie 


McKesson & Robbins, Inc., New 
York, has begun a campaign for 
Drambuie, after-dinner liqueur, in 
Cue, Esquire and The New Yorker. 
The campaign will continue 
throughout the year and into 1941 
through Ivey & Ellington, New 
York. 
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Make Your 

National Advertising 
5 Times 

As Effective! 


To see how—write today for 
your free copy of the anal- 
ysis of the certified survey 
made on 20 national ac- 
counts in 13 cities, ranging 
in population from 4,978 to 
750,000, in 6 states. 


"C VYAW DARE, 
TCOMPANTOS 


SIGNS 
THE ARTKRAFT SIGN CO. oF 
GENERAL OFFICES: ty f 
900 E. Kibby St., Lima, Obie r 


The World’ Largest Manufac- 
turer of All Types of Signs 


LU 


Percentage increase for 
5 months from May 1 


April 21. 


99.98% 


*April 1940 mail is for the last nine days of April 
only following removal of KFBI to Wichita on 


| KFBI Monthly Mail Returns 
Per Cent of For KFBI, with 
1940 1939 Increase 
April 657* 4,434 
| — May ............ 3,819 3,073 24.3% 
June 11,192 1,861 501.4% 
July _....... 3,431 = 2,200 56.0°; 
August ... 2,865 3,660 
| September... 4,361 2,041 114.8°% 


Time Availabilities TODA 
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Write, wire or phone for 


*Primar 
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the mailman brings. 


vitality, is rapidly establishing a 
new record for pulling commercial 
mail from Kansas and Oklahoma 
listeners. Proof of this statement 
is shown in the new semi-annual 
mail map shown above. 


An analysis of the last 6 months 
mail on KFBI shows that KFBI is 
pulling mail in quantity* from 69 
Kansas and Oklahoma counties. 


Mail Coverage 
y! Seoendery Mail Coverage 


AL Gat ELD WOR. 


JRINGHSHER [LOGAN Tpaent 


its new selling 


~~ 


— 


nn 
Pawsit 


wens 68 '08 


a8 rT bontt 


eo 
an 
M.. 


cme } a why \ f | 
| 


the MAM MAN at-K FGI, 7 


But it’s not tough to be the KFBI advertisers whose mail 

In fact, it’s a thrilling experience! 
And, of vital importance to you is 
the fact that during the past 5 
months (since May 1) KFBI mail 
returns have increased 100% over 
the same period last year. 


You, too, can be one of the adver- 
tisers whose mail returns make 
the KFBI mail man groan... if 
you place your sales story on the 
Pioneer Voice of Kansas, the sta- 
tion that’s STAFFED FOR SELLING. 


25% of home county in pieces per 1,000 radio homes 
5% of home county in pieces per 1,000 radio homes 


= 
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Oi} i Ty ny 0 hy 
Pioneer Voice of Kansas 


WITH MUTUAL BROADCASTING SYSTEM AND KANSAS STATE NETWORK 


REPRESENTED BY HOWARD H. WILSON COMPANY 
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ADVERTISING AGE 


[Editor’s Note: This is the fifth 
of a series of discussions of adver- 
tising and publishing law and legal 
subjects. The author is a practicing 
attorney and counselor-at-law, au- 
thor and lecturer who has made 
publishing and advertising law his 
specialty. The discussion which fol- 
lows is the third dealing with the 
general subject of ideas and their 
protection. | 


Ideas have been considered in 
two previous articles (ADVERTISING 
AGE, Sept. 16 and Sept. 30) from the 
standpoint of those who may have 
ideas to protect. We learned that 
it is futile to try to protect an ab- 
stract idea by copyright or patent. 
We also learned that a concrete idea 
will be protected to the extent of 
the form in which it is expressed 
under the rules of both common- 
law and statutory copyright. But 
we saw clearly that, under the de- 
cisions of the courts, the only de- | 
pendable way to protect an idea is 
by contract. To illustrate the man- | 
ner in which such a contract might | 
be inaugurated, a sample letter was | 
given, setting forth the fact that the 
writer had an idea he wished to sell | 
and containing certain conditions | 
upon which the idea would be sub- | 
mitted for consideration. 

Now, suppose that you as a busi- | 
ness man or executive receive such 
a letter, what should you do about 
it? 

To a considerable degree the 
answer depends upon whatever pol- 
icy you have found it advisable to 
adopt. You may be among those who 
are always ready to examine an 
idea, or you may have reached the 
conclusion that it is best not to con- 
sider any ideas submitted from the 
outside. 


Litigation on Increase 


Having in mind the fact that liti- 
gation over ideas is definitely on the 
increase, that alleged claims that 
ideas have been filched are fre- 
quently plausible enough to take the 
case to the jury, that such claims | 
are difficult to disprove, and that all | 
litigation is expensive, I am _ per- 
sonally of the opinion that it is a 
sound policy to refuse to consider 
any ideas whatever from outside 
sources. This is particularly true 
of an organization that has on its 
own staff experts and specialists in 
the fields in whith ideas are most 
likely to be offered independently. 
The chances that some one on the 
outside, not familiar with the pe- 
culiar problems and needs of the 
organization, can suggest an adver- 
tising, a sales, or any other idea 
that has not been thought of by 
members of its own personnel or 
that is an improvement on ideas 
already in use are so slight that 
there is little likelihood of missing 
anything valuable by adopting such 
a policy. 

Where such a policy prevails, let- 


(Advertisement) 


Red's Nine Months’ Billings 
Biggest in History 


The NBC Red Network starts the 
final quarter of 1940 with a com- 
fortable lead in billings over the 
first nine months of 1939, thanks to 
a third quarter total of $9,346,245 
14% ahead of the same period of 
last year. 

The nine months’ total, $28,673,- 
091, puts the Red 8.8% ahead of the 
same period of last year and gives 
it its largest first nine months in 
history—and the biggest third quar- 
ter ever achieved by any network. 

The outlook for the final quarter 
is bright also from a program stand- 
point, with a large number of old 
favorites returning to the air after 
a summer vacation and adding to 
the Red’s already outstanding con- 
tributions to the entertainment of 
the nation 


Included on this list are Bing 
Crosby, Bob Hope, the duPont Cav- 
aleade and Fibber McGee and 
Molly—to nothing of Eddie 
Cantor, who began a new program 
on Wednesday, October 2 
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Ideas 
Protection Against Suits Over Them 


By HARRY HIBSCHMAN 


ters outlining ideas should’ be 
answered by the first person into 
whose hands they fall, along this 
line: 

Your letter outlining an idea 
for improving our sales methods 
was handed to me by the clerk 
who opened it. In accordance 
with our undeviating policy, I 
return it to you. I have read 
only so much of it as was neces- 
sary to get its purport. It has 
not been shown to any other per- 
son or party, and what knowl- 
edge I have obtained from it will 
be forgotten as promptly as pos- 
sible. Certainly it will not be 
used. 

In treating your letter in this 
manner we do not mean to be in 
any sense discourteous. Nor are 


we unmindful of the interest you 
have shown in our affairs. We 
are happy to know that you hold 
us in sufficient regard to want to 
be of help to us. But we simply 
cannot consider ideas from out- 
side our own organization; and 
the return of your letter in this 
fashion implies absolutely noth- 
ing personal. 


If Idea Is Not Outlined 


If the letter does not actually set 
forth the writer’s idea but merely 


offers to submit one, then the 
answer may read something like 
this: 


Thank you for your letter of- 
fering to submit a new advertis- 
ing idea to us. 

We appreciate your interest and 
ordinarily would like to learn 
more about your plan; but, be- 
cause of past experience, we have 


found it necessary to adopt a 
policy of never considering nor 
accepting ideas from outside 
sources. 


You see, our business is of such 


and 
sources 
consideration, 


—— 


a highly specialized nature that 
it is not at all likely that an out- 
sider can understand our prob- 
lems sufficiently to enable him 
to give us a practical suggestion 
that has not already been consid- 
ered. But, aside from that, there 
has been so much litigation over 
ideas within the last few years 
that we have concluded it is bet- 
ter to refuse to consider ideas 
from outside sources altogether 
than to run the risk of claims 
that such ideas have been ap- 
propriated by us, with the inci- 
dental lawsuits and expense. 

While this may appear to be an 
arbitrary attitude, we trust that 
the advisability of adopting it will 
be apparent and that you will 
continue to be our friend in spite 
of our adhering to it. 


For Those Who Seek Ideas 
For a concern with a 


suggestions 
are welcome 


the 


different 
policy, a policy under which ideas 
from outside 
and receive 
following pro- 


cedure is recommended: 
First, answer a letter offering t 
submit an idea in this vein: 

We shall be pleased to ex 
amine the idea for an advertisin,; 
campaign that you refer to i: 
your letter. But we agree to d 
so only on the following condi 
tions: 

(1) We shall not be obligate: 
to you in any way, except a 
hereinafter stated by the mer 
fact that you submit your idea t 
us and that we examine it an 
give it consideration. 

(2) It is understood that yo 
represent your idea as new, nov: 
and original, and also as n 
now known or used elsewhere. 

(3) If after examining an 
considering your idea, we find | 
practical and useful for our bus 
ness and decide to adopt it, w: 
will pay you therefor on a bas 
and according to terms to b 
agreed upon. 

(4) If we do not find the ide 
practical or useful for us, or } 


LOOK 
THRU | 


AT YOUR LISTENING AUDIENCE 
GLASSES! 


and you'll discover why the NBC Red 
gives you more sales and profits 
for your advertising dollar! 


“Them that has, gets” is an expres 
sion that is literally applicable to this 


business of radio. The network that 


has most of the favorite programs and 


most of the best stations, just natu 


rally gets the most listeners—and gets 


them most of the time. 


The network that has and gets | 


f 


the Red. And if you look at your 


listening audience thru Red -colo: 
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hing done 
ubmitted idea, especially put down 


e cannot agree as to price and 
erms, we pledge ourselves not 
disclose the idea’ to any other 
erson or party and not to make 
se of it in any manner our- 
lves. 
Other Steps Necessary 
second, if the idea proves to be 
worth buying, complete the ne- 
iations for its purchase promptly 
i have a formal contract prepared 


1d executed. 


Third, if the idea proves of no 
ue, or if it turns out not to be 
el or original, return the ma- 
al with a statement to that effect. 
not say simply that it does not 
erest you. If the members of 
ir own staff have previously sug- 
ted the same idea, say something 
that effect in your letter. If you 
e used it before, say so. 

fourth, keep a record of every- 
in connection with a 


» names of all the persons in your 
ganization who saw the corre- 


who participated in the considera- 
tion of the idea. 

Fifth, where many ideas are re- 
ceived and considered, it is advis- 
able to keep some kind of an index 
or reference to them, for purposes 
of comparison when some new idea 
is evolved by a member of the or- 
ganization’s own staff. If this is 
not done, there is always danger 
that an idea proffered by an out- 
sider but rejected may be so closely 
approximated as to give the out- 
sider grounds for claiming the ap- 
propriation of his idea. That danger 
inevitably exists where ideas from 
outside sources are considered. 


Words of Caution 

A few words of caution are per- 
tinent in this connection: 

It is not advisable ever to agree 
|to pay a certain percentage of the 
proceeds expected to be derived 
from the use of a given idea. Such 
|a provision is entirely too uncertain 
land too difficult to put into effect. 
If it is necessary to fix some definite 


spondence or other material and|price basis before the idea can be 


submitted, it is probably best to set 
a minimum cash figure, with the 
proviso that the rate and manner 
of compensation shall be fixed by 
agreement. 

Finally, if you purchase an idea 


and any part of that idea is em- 
bodied in a form that can be copy- 
righted, take immediate steps to 


protect it in the manner provided 
by the Copyright Act. 


Should Be Safe 


Any party or concern that follows 
the foregoing suggestions should be 
reasonably safe against suits over 
ideas. But the basic thing to re- 
member always is that the only way 
one can become liable to pay for 
the appropriation of an _ abstract 
idea is by contract but that, if one 
enters into a contract regarding 
such an idea, it is the terms of the 
contract that govern the respective 
rights and liabilities of the parties. 
The easier way is not to sign such 
a contract. But, if you prefer the 
| other way, then be sure the contract 
is specific and abide by its terms. 


FTC Complaint Against 
Ad Group Dismissed 

A complaint against the Advertis- 
ers Exchange, New York, asserting 
that it had violated the Federal 
Trade Commission Act in the sale 
of ready-made advertising ma- 
terials, has been dismissed by the 
FTC as without basis. 

A motion was granted for dis- 
missal of the same charge against 
Boyd Scott Company, McTee & Co., 
Van Tine Features Syndicate, Carr 
& Lewis, Clare & Foster, Hargrace 
Company, Namron Advertising, 
John Smithson Company and Baids, 
Inc., because these corporations 
have been dissolved. 


Hawley to KOW 


Thomas P. Hawley, formerly with 
Pacific Railways Advertising Com- 
pany, has joined the sales staff of 
KQW, San Francisco office. 


Now “Prize Photography” 
Everyday Photography, New York, 


has changed its name to Prize Pho- 
tography. 


glasses, youll discover that its size 


materially increases, because: 


1. Coast-to-coast the Red is listened 


to regularly by 89.1% of America’s 


2. Coast-to-coast the Red is preferred 


listened to most) by 41.7% more 


[hese facts were revealed in radio’s 


listening families. 


families than any other network. 


—_— =a 


First All-County 


Census, the most 


comprehensive study of radio listen- 


riority they prove, 


ing ever made. And the audience supe- 


which results from 


program and station superiority, is why 


the NBC Red gives you more sales 


and profits for your advertising dollar. 


National Broadcasting Company. A 


Radio Corporation of America Service 


NETWORK 


THE NETWORK MOST PEOPLE 


LISTEN TO MOST 


Televises Football 
Game Despite Ban 
on Sponsorship 


Philadelphia, Oct. 7—Denied the 
distinction of being the first sponsor 
of a commercial television broad- 
cast, through a ruling of the FCC, 
the Atlantic Refining Company nev- 
ertheless proceeded with its plans 
to telecast the Pennsylvania-Mary- 
land football game here Saturday. 
Test sets at a distance of 54 miles 
reported good reception. 
mercials were given. 

Arranged by Philco Radio and 
Television Corporation and the Uni- 
| versity of Pennsylvania, the televi- 
sion demonstration was witnessed 
by a group of engineers, advertising 
and newspaper executives. Two 
television receiving sets were placed 
in a large room at the Hotel War- 
_wick and it was here that the hand- 
picked audience viewed the antics 
of the players via the seven by 
nine-inch screen. At the end of the 
first half they were whisked to 
Franklin Field to see the second 
half of the lop-sided game “in the 
flesh.” 

Two television cameras equipped 
with telescopic lens were installed 
on scaffolds suspended from the 20- 
yard lines on the upper tier of 
stands. These scanned the playing 
field and picked up two scenes of 
action, 


No com- 


Editing Required 


The action was transmitted to a 
control booth where four engineers 
and a director viewed the scenes on 
two television receivers. The direc- 
tor, acting in much the same ca- 
pacity as a movie director, with a 
microphone and headphones, looked 
at both pictures and then decided 
which was the best for television 
purposes. 

Several times it was necessary for 
him to bring both scenes together 
because of the fast action. When 
the picture appeared blurred the 
director told the camera man of the 
condition through his microphone. 

From the control booth the images 
were transmitted to Convention 
Hall about 1,800 yards away, where 
they were transmitted by radio to 
a receiving set at the Philco Plant 
about five miles away. There the 
television pictures were rebroadcast 
on Philco’s regular experimental 
transmitter W3XE, and picked up 
on receivers in this city and as far 
away as Reading, Pa. 


Woodford Appoints 
Woodford 


Distillery, St. Louis, 
has appointed Shaffer - Brennan- 
Margulis, St. Louis, to handle its 


advertising. Leon Seelig is account 
executive. 


a 


Boosts KYW Power 


The Federal Communications 
Commission has authorized increase 
in the power of KYW, Philadelphia, 
to 50,000 watts. 


(Advertisement) 


NBC Red Lists 
Many Improvements 


Inauguration this month of 
WEAF’s new “salt-water way” 
transmitter and antenna system will 
gain new thousands of metropolitan 
New York listeners for NBC Red 
advertisers. Throughout the popu- 
lation concentrations of the city, the 
new WEAF’s signal is expected to 


be the strongest of all New York 
stations. 
Other improvements in the Red 


setup since July 1: KSTP, Minne- 
apolis-St. Paul, increused its night- 
time power from 10,000 to 50,000 
watts; WFBG, Altoona, from 100 to 
250 watts: WSPD, Toledo, 1,000 to 
5,000; KOH, Reno, 500 to 1,000: and 
WCAE, Pittsburgh, 1,000 to 5,000. 


Also: new antennas for WSB, 
Atlanta, and WSPD, Toledo; new 
antenna, transmitter and site for 


KOH, Reno, and a frequency change 
for the last-named from 1380 kilo- 
cycles to 630 kc. 

New stations added to the Red 
Network in the same period were: 
WOPI,_ Bristol, Tenn., WKPT, 
Kingsport, Tenn., KGLU, Safford, 
Ariz., and WSFA, Montgomery, Ala. 
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eee 


Voice of the Advertiser 


Letters are welcome. 


How One Paper Handled | 


Newspaper Week 

To the Editor: We opened last | 
night in a preview and today to the 
public, what we think is the out- | 
standing newspaper exposition of 
recent times. It is a celebration of | 
National Newspaper Week and we | 
have taken over the New York 
Power & Light auditorium and have 
installed therein “The Making of a 
Modern Newspaper.” 

Afternoons are devoted to school, 
academy and college class visits, 
and groups of 250 such organizations 
have been invited. 

Evenings are for the general pub- | 
lic, and the attached tear pages will 
give you some idea of the scope of 
this exhibition. 

The preview last night was at- 
tended by the heads of state, county 
and city government, as well as our 


This department is a reader’s forum. 


THERE SEEMS TO BE SOME ARGUMENT 


troop has resigned. 


MILLIONS TO LOAN 
in Louisiana & Mississippi 
FOR 


Building or Refinancing 


Loans to build improve, remodel 
or refinance Real Estate. including suf- 
ficient amounts for other purpoges such 
as taxes. expenses, etc. 

Principal payment may be arranged 
monthly. quarterly or semiannually. 
Interest rates depend on the character 
of the property and are as low as 

° 


° 
on Commercial Property 
and 


4\/2%/, 
on Residential Property 


FHA LOANS 


To those who prefer the FHA pian of 
financing we offer expert advice and 
counsel in preparing applications, 
prompt and otticent | pe processing and 
uick closing of. the loa No oye. 
Brokerage or Commission. he n- 
surance not require red. 

Inquiries Are ort ihe, Prog poly 

Decisions Are, age Fro 
Withou 


Baltar Mortgage ages Inc. 


various corporation presidents and | 
about 100 advertisers. 
Frep I. ABCHIBALD, 

Publisher, The Times-Union, 

Albany, N. Y. 

[Editor’s Note:. Some idea of the 
scope of the exhibit may be gath- 
ered from the following list of fea- 


ore > i g rertic Des I , 
tures enumerated in one advertise lare booming too! | 


ment urging attendance during the 
week: “See step by step how a 
modern newspaper is created and | 
produced; the year’s outstanding | 
prize-winning national photographs; 
the greatest collection of outstand- 
ing local photographs ever taken; a 
full size linotype and examine it at | 
close range; a miniature 12-unit 
press, an exact scale model of the 
giant presses that print the modern 
newspaper; the wonderful new 
Associated Press printers in action 


bringing in news from the four cor- | 


ners of the world; the International 
Paper Company’s exhibit of how 
newsprint is made; how four-color 
printing is developed for magazine 
and comic sections.” | 


7, ¥ F 


It's Balm for Mennen 
and Fun for All 

To the Editor: It has long been 
realized that love makes the world 
go ’round. But... it is our con- | 
temporary contention that Mennen 


“I don’t know if it was him or his after- 
shaving lotion that got me" 


Skin Bracer makes love go ’round 
—and ‘round and ‘round! 

The reason: the attached cartoon 
in the current November issue of 
the American Magazine .. . “I don’t 
know whether it was him or his 
after-shaving lotion that got me.” 
Not long ago, a cartoon in The New 
Yorker showed a lovesick maiden 
wondering whether it was... “the 
moonlight or his after-shave lotion.” 
All because for the last three years 
we have been emphasizing the in- 
triguing, he-man odor of Skin 
Bracer in Mennen advertisements 


904 GRAVIGR § LEANS. LA. 4732 


Cross Unit No. 15 will reopen in 
the Algiers courthouse, 
street between Seguin 

muda streets, Monday, September 
30, at 9 a. m., with sewing room 


_used for speculative purposes at the | the largest single group of wealthy 
rate it was then being used, might men and women in the world. it 
have been better invested in reply- | has rather been due to the fact that 
ing to ads through which we try to|Our workers are better paid—live 
interest people in improving their | better and demand better things. 


homes, their health and their gen-| The future of the advertisir, 
eral well-being. business rests upon the greater diy - 


Surely few have cause to com- sion of the national income. It res's 
plain as to the steady upswing of | Upon the increased prosperity of t 


ee oi their happiness—their co, - 
dividends earned by legitimate cor- | ™#5S°S— : a 
porations in recent years. And as tentment—their ability to buy t 


. , things we advertise. And it is b 
to depression day successes which . , 
have grown into substantial adver- | @US® the New Deal seeks to increa » 


tising accounts, the record is large se a aa of ~~ ee Ww 
‘including such things as Revlon, SVERS GN Sveryuung a 


ws 


Headquarters of American Red 


Morgan 
and Ber- 


See Page 13 


‘Philip Morris, Lady Esther, Pepsi- a ig is a staunch Roos 
Cola and many others. i suppor ~ ali 
As an advertising man, I have | RTHUR ROSENBERG, 


/never been interested in reaching | = nog Faas Company, 
'the upper-crust of society. People ww See. 
|of substantial incomes are not the} v,vy 


type that respond to advertising. | ; 
Out of 121 advertisements in the) Wants Hibschman Stories 
‘current issue of The Saturday Eve-| To the Editor: We have the thi 
|ning Post one might select five as|and fourth in the series of artic! 
having a greater appeal to people|by Harry Hibschman which ha: 
|with money. That leaves 116 of the | been appearing in ADVERTISING A: 
| ads which must get results from | We seem to have mislaid our pr. 
‘ordinary every-day salaried work-| vious copies of ADVERTISING AGE 
|ing people or small merchants. And | which the first two articles of t! 
| the better these men and women are | series appeared. 

paid for their work and the more We would appreciate it ve 
leisure time they have, the better|much if you would send us te 
results these advertisers are going | sheets of those first two articles. 


. and radio commercials. 
| few »w of the ads attached.) 
In addition, look how marriage 
|registrations are booming! (Who 
|lsaid “draft’?) Skin Bracer sales 


(See a era cut down on the results from | 
|many kinds of advertising as money | rested upon the fact that we possess | 


Oh yes, incidentally—a few drops | 


of Mennen Skin Bracer 
|ing and refreshing after the shave 
SAMM 5S. BAKER, 
H. M. Kiesewetter Advertising 
Agency, New York. 


are “sooth- | 


de | | 


7, VF 
‘Confusion | 
To the Editor: Attached is an- 
other example of how a make-up 


|man can create his own coincidences 
|in advertising. 

One ad bears the heading, “Mil- 
\lions to Loan,” while in the very 
|next column comes the answer from 


another ad—a teaser for a brand of | 


liquor — which 
| Need Millions.” 
James H. Baker, 
Advertising Service, Baton 
Rouge, La. 
| y,vy 


| Advertising Man Raises 
‘Voice in Wilderness 


| To the Editor: The line-up of 
| advertising men in the Willkie camp 
‘as revealed in a recent article in 
| ADVERTISING AGE would seem to rest 
|more on a political than an eco- 
nomic foundation. The same is 
largely true of the procession of 
|newspaper publishers in the anti- 
Roosevelt battalions. 


says, 


indeed like one in the wilderness. | 


‘Yet, I feel it a duty to express my 
feelings for what I believe the New 


“You Don’t 


In this com- | 
|pany, a pro- -Roosevelt voice sounds | 


Deal has done that all advertising | 


|men should appreciate. 

| With few exceptions—very few— 
ithe most important factor 
considered in looking for results 
|from an advertising campaign is to 
|reach people who share in a satis- 
factory distribution of the national | 
| income. 

In a pamphlet of mine published | 
in 1933, “Label Advertising—or 
Bootlegging?”—I stated: “There is 
no doubt that by this time the fact 
has been well driven home that 
without working class prosperity 
there can be nor will be no general 
| prosperity.”” The New Deal has done 
|much to spread the national income 
|where it will do the most good. 
That is, into the hands of the have- 
nots. 

We hear so much of the lack of 
opportunity for investment under 
the New Deal. We have been unable 
to contact this condition. Our office 
is constantly approached by indi- 
viduals and groups looking for good 
things to put money into. The loud 
objection, however, does come from 


those who in the pre-New Deal days | 
money into | 


could suck the public’s 
channels that while they were cer- 
tain to produce profits for the specu- 
lator, they were almost equally cer- 
tain, and events proved this to be 
true, to create headaches for the 


,public. Furthermore, the speculative | 


to be} 


| 


to get. L. W. HutTcHIns, 
American prosperity has never; Sheldon, Morse, Hutchins and 
Easton, Inc., New York. 


They Constitute Over 99% of 
Those Who Enter Your Contest 


No need to wonder about the prize winners—they will be your 
friends for life and loyal boosters of your products. But what 
about the other 99% who bought your product in order to 


qualify? 


Let Donnelleys show you how these disappointed losers can 
be turned into steady customers! There is no obligation, of 
course. While you are talking with a Donnelley man you may 
have some other questions which he will be glad to answer. 
He can give you the benefit of Donnelley’s long experience in 
judging contests which will enable you to plan a more effective 
contest. 


Call or Write Donnelleys the Next Time 
You Have a Contest Under Consideration 


“JUDGE DONNELLEYS BY THE CONTESTS 
THEY HAVE JUDGED" 


THE REUBEN H. DONNELLEY CURPORAIIS 
| Dantest Vudging Division , 


305 £. 45th St., NEW YORK. 350 E.22ndSt., CHICAGO 727 Venice Bivd., LOS ANGE 
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Drugs and Labor 
Under Investigation, 
Arnold Reports 


Assistant Attorney 
General Reveals His 
Philosophy | 


Boston, Oct. 8—While Thurman 


Arnold, assistant attorney general 
of ‘he United States, today pre-| 
sented the Boston Conference on 
Distribution with a remarkably | 


innocuous defini- | 
tion of the men| 
engaged in al- 
leged monopolies, | 
he also let it be 
known in no un- 
certain terms 
that the govern- 
ment will never 
relax its crusade | 


for reasonable, | 

and only reason- | 

Thurman Arnold able, profits in| 
all business. The 

basic reason for this philosophy, 


Mr. Arnold declared, is that if a 
family has to pay too much for milk | 
or gasoline, it must deprive itself 
of some other essential commodity. | 
And if reasonable prices were | 
charged for all consumer goods, the | 
consumer’s purse would _ easily 
stretch far enough to permit the | 
farmer to find protection under its 
encompassing folds. 

Drugs and labor are now being 
thoroughly investigated by the De- 
partment of Justice, the assistant | 
attorney general said, with methods 
in food distribution also coming in 
for examination. 

“The antitrust law interferes with 
no legitimate activities of labor 
unions,’ said Mr. Arnold. “How- 
ever, just as a business corporation 
may abuse its rights, so labor may 
use its power for purposes which 
have nothing to do with any reason- 
able labor objectives. 


Goal of Government 


“The type of labor practices 
which we are prosecuting are those 
designed to prevent the use of cheap 
materials or equipment, to compel | 
the employment of useless and 
unnecessary labor, to enforce sys- 
tems of graft and extortion, to force 
illegal prices, or to destroy the right 
of collective bargaining in some 
other legitimate union. 

“We have just started out on 
drugs and I am convinced that. 
there is no excuse for the prices 
which low income groups have to 
pay when their families get sick. I 
wish I had the time to describe 
some of the tall bridges in drugs, 
but I haven’t. But I think I can 
say generally that a great many of | 
the necessities of life are wastefully | 
distributed. 

“It isn’t a question of big busi- 
ness against little business. If a 
arge corporation realizes efficiency | 

| 


| 
| 


IOMINANT 


in the 


JACKSONVILLE, FLORIDA 
Trading Area 


> WMBR 


Jacksonville — basic 
Florida CBS Station 


> WFOY 


Saint Augustine —a 
bonus station at no 
extra cost to WMBR 
national advertisers 


Delivering 11.3% more people 
at 14.3% less cost 


Representatives 
PALL H. RAYMER COMPANY 
EW \ ORK CHICAGO DETROIT 
SAN FRANCISCO LOS ANGELES 


through mass production and passes 
,the savings on to consumers, more 


power to it. Efficiency in produc- 
tion and distribution is real wealth. 
But when you put a money value 
and pay dividends on organized 
restraint of trade, you do not have 
wealth at all. You have a thing 
that is sapping the economic life 
blood of the country.” 


Price of Spectacles 


Mr. Arnold hailed the recent 
Ethyl gas decision as a boon to the 
country, establishing the principle 
that a patent may not be used un- 
reasonably to fix prices. “Illegal 
price fixing” by this means is ram- 
pant, Mr. Arnold alleged, but will 
quickly be halted by virtue of the 
new ruling. 


“There are 57 patents on one type 
of wallboard,” said the assistant 
attorney general. “There are thou- 
sands of patents on electrical equip- 


ment. There are patents on war 
materials. Consider the case of 
spectacles. They say that 21,000,000 


wear spectacles in the United States. 
The price of spectacles was con- 
trolled by keeping distributors out 


‘of the business if they wanted to 


sell at lower prices. Cutting the 
price of spectacles for 21,000,000 
people is going to represent a 
colossal saving and most of that 


saving is going to the farmer be- | 


cause millions of those who have to 
buy spectacles cannot now get a 
decent diet.” 

Mr. Arnold, who failed to touch 
on the subject of advertising, said 


that the antitrust division is not 
only self-supporting, but emerges 
from each year with a credit, so 
that the taxpayer contributes noth- 
ing to its maintenance. 

Despite his condemnation of 
price-fixing, Mr. Arnold said that 
the people engaged in that practice 
are largely respectable persons 


|*who are caught in a system which 


they can’t seem to get out of.” His 
department is going to lend them a 
hand. 


Names Gerth-Knollin 


Andersen-Smith Mi!ling Company, 
San Francisco, maker of Double 
Check brand stock feeds, has ap- 
pointed Gerth-Knollin Advertising 
Agency, San Francisco, to handle 
promotion of a new product, Double 
Check Dog Ration. 


Breidt Uses Newspapers 

Following last year’s successful 
campaign, which ended with a 700 
per cent sales increase, Peter 
Breidt Brewing Company, Eliza- 
beth, N. J., will again use news- 
papers for its Half & Half brand. 
The company has distribution in 
New Jersey and Connecticut. 
Weekly newspaper insertions dur- 
ing the fall will measure 560 and 
325 lines and will be supplemented 


by spot radio, outdoor advertising 
and point-of-sale displays. A. W. 
Lewin Company, Newark, is the 
agency. 


Featherstone in Group 

W. E. Featherstone Advertising 
Agency, Salt Lake City, has been 
appointed representative of the 
First Advertising Agency Group in 
that territory. 


UTDOOR /*\DVERTISING | INCORPORATED 


lf only we could convince 
the public on this one point 
we'd never catch up 


on orders 


| 


} 


National Sales Representative of the Outdoor Industry 
60 East 42nd Street, New York City 
Atlanta - Baltimore - Boston - Chicago - Cleveland - Detroit - Houston - Los Angeles - Philadelphia - St. Louis - San Francisco | 
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October 14, 1949 


Personnel Changes Made 
by Standard Oil 


Among personnel changes just an- 
nounced by Standard Oil Company 
of Indiana are: R. S. Orr, manager 
of the Indianapolis sales division, 
has been transferred to the same 
position at La Crosse, Wis., succeed- 
ing G. W. Coldsnow, resigned; R. F. 
Baity, Davenport, Ia., manager, has 
been transferred to the same posi- 
tion at Indianapolis; J. W. Hono- 
michl, Duluth, Minn., manager, has 
been transferred to the same posi- 
tion at Davenport, and C. M. Mon- 
son, Joliet, Ill., manager, has been 
transferred to the same position at 
Duluth. 

C. E. Quinn, 
Detroit, 
ager. 


assistant manager at 
has been made Joliet man- 


Names Doremus & Co. 

Keuffel & Esser 
boken, N. J., has appointed Dore- 
mus & Co., New York, to handle 
advertising of its drawing materials 
and instruments. 


Company, Ho- 


FROM KODACHROME 


Exquisite rich colors, high uniformity. In quantities only; 
1000's at 66¢ each, 100's at $1.66 each. Investigate! 


PHOTOCHROM - 1141 Belmont - Chicago 


| McDonald. 


(that he may be fully acquainted | production costs can be cut. 


‘be produced at a 
/proportion to that of the space and 


j}achieving them. 


QUANTITY PRINTS 


the size of the client’s india: 
Working with the production man- 
ager, the art director also is careful 
to design folders and displays which 
will cut economically from stand- 
lard sizes of paper stock. The as- 


How Agency Earns 
s 
Its Commission “4 
signment of the layout man is just 
. as_ intricate. > s roduce 
on Production a. ee eee 


paper advertisements with an eye 
on the space cost as well as other 
White Explains Kinks in myriad details. | 
Getting Promotion Into 
the Papers 


Type for Every Need 
Mr. White said that in view of the 
| wide assortment of type faces avail- 
Chicago, Oct. 7.—How agency ex- | able today, hand lettering is prob- 


perts collaborate to secure high | ably used too much, rather than too 
class work with a minimum of over- | little. The capable art director can 
time and alteration charges was/assist here by specifying types 


described to the initial fall meeting | which get results without too great 
of the Advertising Managers Club/an outlay. At times, he resorts to 
of Chicago by Robert E. White, pro- | trick photography to give illusions 
duction manager of Henri, Hurst &| which even the artist is unable to) 
Mr. White said that it | create. 
is usually wise to call in the en- | “The layout must be carefully an- 
graver, lithographer or printer at | alyzed before art work is ordered,” | 
the beginning of consultations, so|said Mr. White, “for it is here that 
The | 
in| cost of engravings, typesetting and | 

printing depends entirely on how | 

The agency art department, Mr. ‘the layout is planned. Instructions | 
White said, starts with the premise | to the artist must be explicit and | 
‘that every piece of advertising must | complete, since few artists or sales- | 
not only invite attention, but must|men have enough knowledge of | 
cost in proper | production to visualize the most eco- | 


with the objectives and assist 


Bringing the news from a world of 
lightning events into the homes of mil- 
lions of people here in the Land of Ark- 
lLa-Tex, is a service KWKH and KTBS 
are rendering their vast audiences of 
faithful listeners. 


These stations now have the ‘round 


the clock facilities of the world’s two 
greatest news gathering systems, the 
ASSOCIATED PRESS and the 


UNITED PRESS, the complete local 
coverage of the Shreveport Times, and 
the KWKH-KTBS editorial — staff. 
These features geared to current event- 
ualities present a perfect picture of news 
service to an eager public. 


KWKH 


90,000 WATTS CBS 


KIBS 


1,000 WATTS NBC 


SHREVEPORT, LA. 


The Shreveport Times’ 


Stations 


Represented by the 


BRANHAM COMPANY 


MEMBER SOUTHCENTRAL QUALITY 
NETWORK 
KWKH-KTBS, Shreveport; KARK, Little Rock; 
WJDX, Jackson; WMC, Memphis; WSMB, New 


Orleans 


nomical methods. 


....doing the NEWS 
Job in the South / 


| directed by Brisacher, 


NEW PICKLE PUSS 


Justa little Better 4 
i but what a difference! 


White 


| consideration to 


set, not to mention paper, mounting. 
binding, assembling and above a]j, 
quality and costs; an electrotype ang 
mat buyer who is not only a tech- 
nical expert but who knows the de. 
sires and limitations of the publish. 
ers who are to use the material; anq 
finally, a well-educated proofreacer, 
who is familiar not only with the 
idiosyncrasies of the client, but also 
the requirements of state and fed. 
eral laws. 

The production manager, ir. 
said, cannot ignore either 
price or quality, but must recon+ il 
the two urges until the goal of good 


| work at a reasonable figure has bi en 
|attained. The time element not .n- 


frequently plays a leading role in jis 
calculations, and the production 
manager must abandon every 0ot)er 
concentrate n 
| Speed. He must have neither ‘oo 
| many nor too few sources of sup) 
The production expert said that 


| 
demanded tor ree M8 tomate . 
. fy ns | frankness with engravers and Others 
metered © 


a PICKLES 


mouthed ier 
jor of CHB Gueet Pickles... TODAY! 


California Conserving Company will 
make lots of use of this eye-catching 
young lady in a new and enlarged cam- 
paign for C-H-B products which is being 
Davis & Staff. 


“For instance, 
used in a color job to be printed 
from engravings should not be in- 
cluded in the colored art work. The | 
lettering and other line work will 
be photographed separately any- | 
way. If it is included in the colored 
art work, it must be painted out by 
hand from plates where it cannot | 
be used and this means a higher bill 
from the engraver. 

“Before ordering art work for 
advertising involving unusually in- 
tricate methods, it is always best to 
have the engraver, lithographer or 
printer sit in when instructions are 


| given to the artist.” 


Getting Good Plates 


Mr. White showed several ex- 
amples of advertising produced in 
his agency to illustrate some of his 
points. He said that it costs less in 
the end to spend more in the be- 
ginning for correct preparation of 
art work, and gave a number of 
hints, such as the following, on 


‘technical details: 


When a flat or tinted tone is to be 
used, it is usually better to omit the 
tone from the art work, having the 
plate maker lay this tone. In some 
cases, this raises costs, but it inva- 
riably produces a more satisfactory 


| job. 


It is not always necessary to 
drop out the whites in a reproduc- 
tion even though the art work is 
produced that way. The plate 
maker can etch the dots to a fine 
point, getting a better plate at lower 
cost. 

Quality should never be sacrificed 
for price. This precept entails a 
search for the right artist for the 
particular work in hand. 

Before a layout is made, and art 
work ordered, a careful stocktaking 
of art already on hand and possibly 
appropriate for use, is in order. 


Personnel of Agency 


The properly organized 
can save the advertiser money, in 
spite of its 15 per cent, Mr. White 
said, because the production depart- 
ment is made up of specialists. The 
list includes a department head with 
a broad experience and a general 
knowledge of every phase of pro- 
duction and costs; an engraving 
buyer who knows that field inti- 
mately and who never places the 
order until he has meticulously 
checked the stocks and inks to be 
used in the final reproduction; a 
composition buyer who specifies the 
right type so unerringly that altera- 
tions are few and far between; a 
printing buyer who knows press 
equipment and all of its uses: lithog- 


agency 


raphy, silk screen, planography, 
photogelatin, rotogravure and off- 
hie. iS 


the lettering to be | 


pays dividends. The agency plic- 


|ing a large amount of business is en- 
titled to a reasonable amount of 
‘overtime without charge, he con- 


tended, but the privilege should not 


be exploited unduly. 
| Some Considerations 


| He gave this catechism for pro- 
(duction managers who are about to 
|order plates for an advertisement: 
| 1. Will the art work reproduce 
100 per cent for the type of paper 
|}and printing used by the publica- 
| tion? 
| 2. Will the art work require too 
| expensive an engraving, considering 
| the cost of the space? 
3. Will the lettering be clean and 
legible when reproduced? 
| 4. Will the art work scale to size? 
| 5. Will the type face harmoniz 
| with the illustration and ince 
|effect sought? 
6. Will the copy scale so that the 
“<< size of type may be used? 
. Will all the units scale so that 
ins finished reproduction will cor- 
respond with the approved layout? 


For brochures, folders and dis- 
plays, a different set of questions 
must be answered. By way of 


summary, Mr. White asserted that 
the responsibility of the production 
department does not end until the 
advertisement is published. Even 
such a detail as careless packing 
may upset the applecart so the 
p. m. must even select the carton 
in which the display is to be 
shipped. 


Appoints F. W. Prelle 


Turner & Seymour Mfg. Company, 
Torrington, Conn., maker of Blue 
Line kitchen tools, Westco and Kan 
Master can openers, Wilwear bath- 
room fixtures, upholstery _ nails, 
chain and iron castings, has ap- 
pointed F. W. Prelle Company, 
Hartford, Conn., as agency. fF. 
Wallace Prelle is account executive 


To Columbia Recording 


James W. Murray, who formerly 
headed his own office in New York 
as representative of various foreign 
interests in the record industry, 
been appointed executive vice-presi- 
dent and general manager of Co- 
lumbia Recording Corporation, with 
headquarters at the Bridgeport 
plant. 
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How Business Men 
View Trucking Industry 

The business man’s opinion re- 
garding trucks runs something like 
this, says D and W for October, in 


reviewing a survey made for 
American Trucking Associations: 
(a) the advantages of trucks on 


short hauls are appreciated, but 
they are seriously overlooked on 
long hauls; speed is the principal 
advantage of truck service, with) 
economy second. (b) Speed and 
door-to-door service are the most 
important factors in the growth of 
trucking. (c) Poor handling of 
clai 
growth of the industry; second, is 
non-reliability; third, poor business 
methods; fourth, lack of uniform 
rates. (dad) The trend in shipping is 
toward trucking because of better 
service, speed, and lower overall 
costs. 


Cotton Industry Fights 
For Its Life 

The plan for raising a million- 
dollar war chest for the cotton 
industry to be used for cotton re- 
search and promotion is on the 
brink of fruition, according to an 
article in The Texas Weekly by 
Booth Mooney, associate editor. 
Details of the program which were 
set up a little less than two years 
ago by the National Cotton Council 
provides that the money be raised 
by voluntary contributions from 
producers, ginners, warehousemen, 
merchants, and cottonseed crushers, 
and sufficient numbers of each have 
signed up to assure the plan going 
through. 

The finance plan calls for five 
cents a bale to be collected from 
the cotton producer by the first 
buyer and paid into the treasury 
of the National 
through the compress two cents a 
ton will be paid on seed sold by 
gins to oil mills; and the mills will 
pay one cent a ton on all seed 
crushed. Merchants handling more 
than 90 per cent of the 1939 crop 
have signed the cotton merchants’ 
agreement; more than 95 per cent 
of the industry’s warehousemen and 
compressmen have agreed to coop- 
erate; and over 75 per cent of all 
the cotton mills in the South have 
signed the crushers’ agreement, all 
of which is more than necessary to 
put over the plan, Mr. Mooney says. 

The aim of the National Cotton 
Council is to regain world markets 
for American cotton so that no less 
than six million bales annually can 
be moved into foreign consumption. 
Aithough because of the war less 
than two million bales of cotton 
will be exported during the current 
year, the Council recognizes that 


1s is the No. 1 drawback to the | 


Cotton Council | 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. McGRAW 


there is plenty of home work that | 
must be done before foreign mar- 
for American cotton can be 
and 


kets 


restored advantage will be 


Our big free 684-page Premium 
Catalog is worth its weight in 
gold if you are in need of 
Premiums. A few words indi- 
cating your problems, addressed 
to department AA on your 
business letterhead, will place 
this book, the Hagn Merchan- 
diser, in your hands within a 
few days. 


Joseph Hagn C 


taken of the intervening time in 
which to do this. Meanwhile, the 
organization is striving to increase 
domestic consumption of cotton to 
10 million bales annually, which is 
expected to be realized in the next 
two years. 

Of the million dollars to be raised 
by this plan, $550,000 is to be ear- 
marked for promotion and adver- 
tising, while the remainder will be 
used for research to discover new 
uses for cotton lint and cotton seed. 
It is believed by members of the 


Council that the cotton industry has 
itself somewhat to blame for its 
domestic predicament by allowing, 
through lack of advertising, pub- 
licity and promotion, cotton substi- 
tutes to make the inroads they have. 
Thus, the advertising program will 
be designed to make the public cot- 
ton conscious, not through an appeal 
to sentiment or patriotism, but 
through education as to the desira- 
bility and economy of cotton prod- 
ucts. 

Realizing that the results obtained 
in the development of cotton sub- 
stitutes offer convincing proof that 
scientific research properly applied 
should accomplish wonders with 
cotton and cottonseed products, the 
research end of the program will 
be conducted toward that end, and 


is already under way. For exam- 
ple, the Cotton Research Founda- 
tion, through which this work is 
carried on, has developed a high 


grade floor sweep made of cot- 
tonseed meal. Only last month 
announcement was made of the 


development of a new cotton tire 
cord with 300 per cent longer flex- 
ing life than the best conventional 
cord of the same gage size. This 
development is hailed by the Coun- 
cil as the cotton industry’s answer 
to the challenge of rayon in the 
heavy duty truck and bus tire field, 
the cord having a 35 per cent higher 


breeking strength than the best con- | 


ventional cord. Furthermore, indoor 
tire tests as well as actual road tests 
have proved that the new cord has 


a very low sensitivity to both heat 
and moisture. 

All this is extremely encouraging 
to the cotton industry. But the full 
significance of it all is the fact that 
announcement of these results is not 
made until the products have been 
patented, and revenue from patent 
royalties is used to carry on addi- 
tional research to develop other 
new uses for cotton. It is expected 
that these royalties will be sufficient 
to furnish the research unit of the 
Council with a permanent, year- 
after-year income for its work. 


Birnie Changes Name 

Birnie Studios, Law bldg., Rich- 
mond, Va., has changed its name 
to the James Birnie, Jr., Organiza- 
tion. 


« 


*« 


uring the month of 


September, 1940, The Oregonian 


carried a total of 335,604 lines 


of retail advertising for the Meier 


& Frank department store. 


4 This is the largest amount of re- 


tail advertising linage ever placed 


by any firm in any one month with 


any newspaper,any time, anywhere. 


THE OREGONIAN 


The Great Newspaper of the West 
PORTLAND, OREGON 


PAUL BLOCK & ASSOCIATES, National Representatives 
NEW YORK, CHICAGO, DETROIT, PHILADELPHIA, CINCINNATI, SAN FRANCISCO, LOS ANGELES, SEATTLE 
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With 21,000,000 of 
131,000,000 population 
professing membership in the 
chances are 
that your neighbor to the right 
or left of you, or across the 
street, is a Catholic. 


try’s 


Catholic church, 


If you live in Chicago, where 
some 1,400,000 of 
000 people are of this faith, 
the chances are greater that 
your neighbor is such. And the 
same is true for most cities, 
because the Catholic population 


is an urban one. 


One million families, compris- 
ing about one-fourth of the 
Catholic population, are read- 
ers of Our Sunday Visitor and 


The Register. 


The purchases of this million 
families, to supply their needs 
and their wants, make a vast 
market—in which your sales 
can be increased through the 
easy plan of advertising 


these papers. 


At low cost—because you can 
reach this one million families 


for $2.25 a line. 


cir 


the booklet 


° 


Cc. D. BERTOLET & CO., INC. 
ADVERTISING REPRESENTATIVE 
30 N. Dearborn CENtral 0481 
CHICAGO, ILLINOIS 
ous | Compton Advertising Agency. 


’ 


Y VISITOR 
auR SN 


THE REGISTER 


Write for “Why Should 1?”°— 

of facts about this 

one million family Sunday read- 
ing audience. 


= 


Magazine Linage 
Up in October; 
Weeklies Gain 


women’s magazines, October issues 
of national magazines showed an 
| increase of 3.2 per cent in adver- 
| tising linage compared with the cor- 


!}responding month of last year, ac- 


pee to a tabulation based on 
| magazines reporting to Publishers’ 
‘Information Bureau and direct to 
j| Information AGE. 

The magazines included in the 
tabulation carried a total of 1,541,- 
519 lines during the month, an in- 
| crease of more than 48,000 lines 
‘over the 1,493,388 lines carried by 


|issues last year. 

General magazines carried 659,765 
\lines, compared with 658,084 lines 
last year, an increase of three- 
tenths of 1 per cent. Women’s 
magazines, with current totals of 
770,786 lines comparing with last 


an increase of 7 per cent, but out- 
door magazines, with a loss of 2.5 
per cent, mail order, with a loss of 
17 per cent, and standard maga- 
zines, with a loss of 5.1 per cent, 
were all on the wrong side of the 
ledger. 

Weeklies and semi-monthlies, on 
the other hand, continued their 
striking gains during the month of 
September, the last month for which 
figures are available. Carrying 980,- 
862 lines in that month compared 
with 833,445 lines in the same month 
of last year, these 
chalked up a gain of 17.7 per cent. 
In August this group registered an 
increase of 21.1 per cent over Au- 
gust of last year. 


Penton Publications 
Shifts Personnel 


Irwin H. Such has been appointed 
editor of Daily Metal Trade, ac- 
cording to announcement by the 
Penton Publishing Company, Cleve- 
land. W. G. Gude, who has been 
associate editor of Steel and Daily 
Metal Trade in charge of market 
work in the Cleveland office, suc- 
ceeds Mr. Such as Eastern editor of 
the Penton publications in New 
York. 

Erle F. Ross, formerly engineer- 
ing editor of Steel, has been made 
Chicago editor of Steel, Foundry 
and Daily Metal Trade. He also 
will be Chicago office manager. 
Harold A. Knight, who has been 
iron, steel and metals editor of the 
New York Journal of Commerce, 
has been appointed associate editor 
of Steel. 


Name Canadian Direct 
Mail Contest Judges 


Judges for the Canadian Direct 
Mail Leaders Contest for 1940, en- 
tries for which closed Oct. 12, are: 
Glen Bannerman, advertising and 
merchandising manager of Hudson 
Motors of Canada, Ltd., and presi- 
dent of the Association of Canadian 
Advertisers; J. L. Love, editor of 
Marketing; Russell C. Ronalds, 
president of Ronalds Advertising 
Agency and director of the Cana- 
dian Advertising Agency Associa- 
tion; H. A. Nicholson, editor of 
Printer & Publisher and Canadian 
Advertising, and A. P. Jewett, ad- 
vertising and sales promotion man- 
ager of Provincial Paper, Ltd. 

Awards will be made for direct 
mail campaigns, individual mailing 
pieces, house organs and the new 
limited budget division. 


Boyd Agency Merges 
with United Advertising 


J. Clement Boyd, Inc., Montclair, 
N. J. advertising agency, has merged 
with the United Advertising Agency 
of Newark, N. J., both of them op- 
erating under the latter name in the 
| National Newark bidg., 744 Broad 
street, Newark, N. J. 

Mr. Boyd becomes a vice-presi- 
dent under the new set-up. 


Cincinnati Advertising 
Men Teaching Classes 
Among Cincinnati advertising men 
who are teaching advertising courses 
at the University of Cincinnati are 
| Sells Stites, Keelor-Stites Advertis- 
ing Agency; Robert Fleming, Harry 
Miller Advertising Agency; Fred 
| Meyers, Cincinnati Process Engrav- 
ing Company; and Robert P. Marsh, 


| New York, Oct. 10.—Paced by the | 


| the same publications in October | 


year’s total of 720,155 lines, showed | 


publications | 


— 
OCTOBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 
——1940——,,_ --———_1939-——_-, | ——1940—_, 19 — 
Pages Lines Pages’ Lines Pages Lines Pages nes 
GENERAL Oe: TAR TDs is iosices ace 28.1 11,799 27.8 11.699 
EE. sich can nent kauhens 94.6 59,803 77.5 48,980 | Hollywood (F.) ............ 28.1 11,799 = 28.0 756 
Esquire (N. Y. Metro, Ed.).. 68.5 46,015 71.1 47,802 | Radio Mirror (Mac.)........ 26.2 11,235 27.2 674 
| Esquire (National) ......... 59.3 39,883 63.9 42,930) Modern Romances (M. M.)... 24.2 10,389 = 30.7 169 
House & Garden........ ... 68.5 39,520 71.0 45,616 | Household ................. 15.2 10,310 18.0 236 
House Beautiful ........... 61.6 38,918 53.0 33,514| Romantic Magazine (F.).... 24.2 10,173 23.9 42 
| American Home rane 60.2 38,056 56.4 35,659 Screenland (Ss. p « eebseceeseves 23.0 9,879 21.0 23 
Town & Country... a ae 37.778 54.7 36,757 | Sliver a 5 ere 23.0 9,879 20.5 785 
| Better Homes & Gardens.... 56.7 35,806 50.0 31,582|°Glamour .................. 12.5 9,223 22.6 724 
*Yachting .........-.. -...+ 45.3 28,598 48.5 30,652 | Holland's 12.0 9,092 15.9 194 
Nation’s Business .......... 52.2 22,396 45.5 19,537| Junior League 13.6 8 =8,583 13.2 20 
Cosmopolitan ..... sseeeeee 518 22,221 47.8 20,521 | Picture Play 17.2 7,383 15.2 20 
*Motor Boating ............ 50.4 21,780 58.1 25,110|$Woman’s World ........... 9.9 4,268 12.1 28 
Redbook ....... 40.4 17,333 43.2 18,552 | Secrets Ces eeresevercoes 5.6 2,420 6.3 1s 
Paes se VR ha elma any Maite aa’ 17.193 44.2 18.965 | Home Arts Needlecraft...... 2.6 1,793 5.6 1 
Popular Mec hanic BS scosccvsses FS 16,359 81.9 18,354 " ee — 
Ee BO cdab sc ceaaee nes 24.3 16,309 37.0 24,887 | Total Group ............ 770,786 7 == 
marae... 212 14470 171 11.723| . STANDARD MAGAZINES 
Popular Science .. io 13.333 78.6 17,612 | Atlantic Monthly ........... 27.3 6,503 28.0 69 
*Sunset Magazine .......... 25.0 10,737 24.7 10,578 | Harpers ..................4, 35.7 866,118 85.8 M4 
Arts & Decoration.......... 16.3 10,310 6.9 4,385 American Mercury ......... 8.7 1,712 11.7 89 
Oye TALE aiscce: ‘ais ise 10,121 13.2 9,001 | —— CSSD Stems 
Christian Herald ........... 20.4 8,739 19.1 8,187| _ Total Group ............ 14,837 2 
*Grade i 18.2 8,008 15.7 6,939 | OUTDOOR MAGAZINES 
Mechanix Illustrated .. 83.1 7.413 38.7 8,672 | Field & Stream............. 38.2 16,372 43.5 18,671 
*Extension ............... . 84 5,812 65  4,473| Outdoor Life ............... 87.4 16,085 38.5 16,539 
Scientific American ......... 13.3 5,726 15.0 6,444| Sports Afield .......... 29.9 12,820 28.5 12.299 
*Improvement Era .. ee 5,690 11.9 5,118 | American Rifleman 23.4 10,049 36.2 1 14 
American Boy ......... 8.3 5,662 11.6 7,874 | National Sportsman 19.5 8,382 16.3 12 
Physical Culture a aie ra 11.8 5,083 13.2 5,652 | a See fa: * eee 19.1 8,215 15.1 76 
National Geographic ....... 20.1 4,792 22.2 5,294 Hunting & Fishing......... 18.5 7,919 14.9 07 
American Legion ........... 10.8 4,628 11.0 4,702 | Outdoorsman ........... 16.5 7,074 16.9 52 
*Thrilling Group . : co SA 4,115 19.5 4,363 | Outdoors .........26... 10.2 4,371 8.1 165 
*Dell Detective 9.3 3,979 6.5 2,786 —_ —_—_—_—_——_- -—_-— ~ 
True Detective 8.6 3,685 8.0 3,437 Te, GE nha kus ees us 91,237 93.549 
Ge Ce Pes aba es oo0ees pare 8.0 3,445 7.3 3,114 MAIL ORDER 
*American Forests ......... 8.2 3.430 6.3 2,680 | Comfort ...cccccesseccvcecs 5.0 3,341 ».7 567 
*Popular Publications, Inc.. 12.8 2.876 9.7 2,167 | Mother’s Home Life......... 2.9 2,063 3.8 41 
Perr pes eee 6.6 2,818 5.8 2,470 —_—_ —_——_ — a 
Open Road for Boys......... 6.2 2,680 7.1 3,059 Total Group ........... . 5,404 6,508 
*Street & Smith Comb.. 11.8 2,632 13.8 3,094 SEPTEMBER WEEKLIES AND SEMI- MON THLIES 
BOUOR Sdisacheawead sexes 4.1 2,586 5.7 BEOE 1 DEASO cccvcsccavcossavceseees 256.7 174,580 147.8 92.986 
*Big Seven Group........ 11.0 2.464 11.5 2,576 | cSaturday Evening Post..... 239.1 162,603 231.7 157.564 
*Ace Fiction Group. 9.0 2,006 12.5 B.OO6 | COONMIORS once ccscccvvccescs 135.9 92,392 144.5 98,255 
*Moose Magazine ..... 4.6 1,967 , | BOE L PUNO 260d etcrccviverense 208.4 89,400 163.8 70,269 
*Nature Magazine ....... 4.0 1,728 4.0 S78E | GOW TOFMOP occ cccccwccscus 164.7 70,647 1990.2 81,580 
BG. hantdcteaeseansd 2.0 862 2.8 1,221 | cBusiness Week .......... 131.5 56,401 125.4 53,794 
—— S| *American Weekly 27.8 52,927 24.4 46,592 
Total Group .......e.e.. ... 659,765 658,084 | Newsweek ..... ' , 116.8 50,123 64.9 27,858 
-—~——1940——. -——-1939-——_.| x *N. Y. Times Magazine. 38.0 38,018 26.0 26,756 
Pages Lines Pages Lines| tThis Week 35.7 36,791 21.9 22,602 
WOMEN'S MAGAZINES GED acceweseses 65.3 27,998 68.5 29,399 
| Rn ae 140.0 88,773 143.7 90,847 |CLiberty ....... 65.1 27,925 75.0 32,172 
Harper's Bazaar ............ 98.9 66,442 98.0 65,873 | cFamily Circle 62.5 26,792 61.0 26,154 
Harper's Bazaar—Sept. 15... 56.0 37,656 61.1 41,023 | Look .........-. 26.7 18,185 13.9 153 
BERGOMOIBOIIO <iccccrccceces 135.9 58,298 65.1 27,925 | 7*U. S. News.... 39.3 16,857 9.8 20,535 
Ladies’ Home Journal....... 73.9 50,242 59.2 40,280 | TGrit ........... 43.2 16,342 30.8 11 645 
Good Housekeeping ........ 114.5 49,123 117.1 50,418 | CRadio Guide .... og 5 + + |p St 
O_O oor 67.2 45,728 659.9 40,762] Forbes .......-......+05: 22.0 9,453 18.7 = 8,029 
Woman's Home Companion. 63.8 43,383 58.2 39,583 | Pic ..---eeeeeees 3.4 2,314 2.5 1,694 
Parents’ (N. Y. Metro Ed.).. 56.9 24,404 52.1 22.363 ee ote ——— as ee 
| Parents’ (National) ..... . 51.8 22,209 48.1 20,618 BOGE) GEPOED ccicscvsacene 980,862 -+» 833,445 
MUO WOOET wreck cwecns 51.5 22,093 45.5 19,511 | —————"——— 
POO svecencheca’s 24.3 16,544 24.0 16,318 *Figures provided by publisher. 
Movie Mirror (Mac.).... 33.0 14,161 31.0 13,303 tPage size changed from 2,086 to 429 lines Oct. 15, 1939 
True Experiences (Mac.).... 32.9 14,125 28.9 12,419 §Page size changed from 680 to 429 lines May 1940 
True Romances (Mac.)...... 32.5 13,937 30.2 12,955 xPage size changed from 1,040 to 1,000 lines Oct. 1, 1939 
True Confessions (F.)....... 31.6 13,290 26.0 10,936 +Five issues 1940. 
Movie Story (F.)..... ; 30.7 12,876 28.9 12,124 bPage size changed from 636 to 680 lines Jan. 1, 1940. 
Motion Picture (F.)......... 29.8 12,499 28.2 11,839 eFour issues 1940; five issues 1939. 
Modern Screen (M. M.)...... 29.0 12,457 33.7 14,437 Group designations: M. M.—Modern Magazines. Mac.— 
True Love & Romance (Mac.) 29.0 12,440 28.4 12,202 | Macfadden Women’s Group. ¥F.—Fawcett Women's 
Screen Romances (M. M.)... 27.7 11,881 10.8 4,640| Group, S.—Screenland Unit. 


Bakelite Names Brannan 


Bakelite Corporation, a unit of 


Union Carbide and Carbon Corpora- 
tion, has appointed Robert E. Bran- 
nan manager of molding material 
sales with headquarters in New 
York. He has been handling mold- 
ing material sales in Chicago for 10 
years. 


New “Farm Journal” Card 


Terminology has been simplified 
and mechanical specifications have 
been revised in a new rate card 
issued by Farm Journal and Farm- 
er’s Wife, Philadelphia. There is 
no increase in rates. 


Lowen Shifts Staff 


Irene Burkhard has been ad- 
vanced to head of the office per- 
sonnel placement division of Walter 


A. Lowen, New York, advertising | 


placement specialist. Genevieve 
Conover, formerly with Federal Ad- | 
vertising Agency and Austin & 
Spector, New York, has been ap- 
pointed assistant to Mr. Lowen. 


Fitch Adds 24 Stations 


Twenty-four new stations have 
been added to the 84 previously 
carrying the Fitch Bandwagon radio 


Lewis Joins Wagenseil 


Warren W. Lewis, formerly direc- 
tor of public relations for the Na- 


|tional Small Business Men’s Asso- 


ciation, Chicago, has joined — 
| Wagenseil & Associates, Dayton, 
|charge of publicity and public re - 
| tions. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 


show of the F. W. Fitch — - THE LETTER SHOP, fr inc. 


Des Moines. 


0 So. Dearborn St. 
CHICAGO 


ATLAS 


counter, and store displays as an atten- 


not try them and be convinced ? 


You can tell the story BIG with ATLAS 
DISPLAY PRINTS by enlarging ads to 
any size up to 54” wide for window, _,, ,,, 


from one original, $1.70 each 


can be blue, brown or red on white. 


| poate wrens ““s.. 


eeieaecse. 


spb 4 


peutrmor 


To Give You An Idea 


» scale of prices and quantities, 
10 Display Prints enlarged to 24”°x386”" 
25 at 
$1.40 each—other quantities and sizes 
in proportion. Color is not restricted 


tion-commanding tie up with your news- ‘o black, but AT NO ADDED COST 
paper advertising—economically! Why 


Write or phone ATLAS, WHITEHALL 
7575, and let us show you how the 
new Atlas Display Print will help solve 
your display problem—economically. 


~=—sn PHOTO COPY COMPANY 


Unmounted - 90° | 


225 M. MICHIGAN AY 
919 N. MICHIGAN A 
221 MW. LASALLE S 
104 S. MICHIGAN A 
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SLIDE HUMOR 


= 


is New Book Makes Life Easy For You... Read 


“How to Choose 
a Slide Rule” 


Doe Herold takes the mystery out of Shde Rules 
with the beipful mew book. He tells you, im the 
twinkling of an eye, bow to decide on the kind of 
rule thet will do the most 


vid slide rule sider to } 


trate 
yours for the 
providing you ask before the supply 
See your campus K & E dealer ot once 


Slide Rule” iv 


runs out 


1s BUMOROLUS.. 


(OSMELPFUL.-  KEUFFEL a ESSER CO. 


. ew Toes -soeonEn = 4 
FREE pry ta 
Aan FRanieC® (ee ANGELES OSTROT MONTREAL 


— till ~—— 


| 
With a laudable desire to ease the | 
burden of college freshmen, Keuffel & | 

Esser Company has produced a booklet, 

How to Choose a Slide Rule,"’ which is 

supposed to make it all very simple. It's 
being advertised, through National Ad- | 
vertising Service, with humorous copy | 
such as that shown here. 


Identify Foods, 
Tatham Advises 
Restaurateurs 


Chicago, Oct. 9.—Coming to the 
assistance of every food advertiser 
in the country, Arthur E. Tatham, 
vice-president and Western man- 
ager of Young & Rubicam, told the 
National Restaurant Association | 
today that the least members can 
do is to take a free ride on the 
advertising being done by others in | 
the field, while the most is “to buy | 
a car of your own.” 

Reciting the promotion backed by | 
many food associations, as well as | 
that of individual manufacturers, | 
Mr. Tatham indirectly emphasized 
the amazing failure of restaurants 
to feature nationally advertised 
products on their menus. | 

Admitting that he is by no means 
a restaurant expert, but only an | 
advertising man thinking out loud, | 
Mr. Tatham said that it seems 
obvious that the most common 
appeal used in restaurant advertis- | 
ing is home atmosphere and home 
ingredients. 


Persuasion Is King 


“Is this an accurate analogy?” he 
asked. “The country’s homes buy 
nationally advertised foods in huge 
quantities because they are accepted 
as peerless. In spite of the fact 
that every restaurant seems to 
aspire to cooking the kind of pies 
that ma used to make, practically 
none has ever attempted to identify 
the ingredients it utilizes. It would 
seem that a fertile field has been 
overlooked and that a rich reward 


»».GET THE EDGE ON 


DEADLINES — 


RAILWAY EXPRESS speed always 
gives you the edge when you've a 
des dline to catch or need something 
quick. Specify RAILWAY EXPRESS for 
you r deliveries. It pays you in certainty 
anc peace of mind. Your half-tones, 
tle tros, art work, equipment, any- 
thing you ship or require, will get 
the -e quicker! Low, economical rates. 
Pic -up and delivery in all cities and 
Principal towns, without extra charge. 
us phone. 


__ 


For super-speed, use AIR 
EXPRESS—3 miles a minute 
~ special pick-up — special delivery. 


RAILWAY€} EXPRESS 


NATION-WIDE RAIL-AIR SERVICE 


awaits the operator who can back 
up his general claims with some 
specific statements.” 

Mr. Tatham prefaced his address 
with the statement that the thing 
which distinguishes the United 


| States from all other countries is an 


open mind and willingness to accord 
everyone a hearing. 

“Persuasion, rather than coercion, 
is the accepted rule in this coun- 
try,” he commented. “The United 
States is always willing to change 
its habits if you can give it a good 
reason for doing so. It is this recep- 
tive attitude of the typical Ameri- 
can which makes it possible for any 
worthy product to win a following, 
and which has made oranges, for 
instance, a morning necessity in- 


stead of a Christmas luxury.” 

Mr. Tatham closed by urging the 
restaurant operators to contact 
advertisers serving them for mate- 
rial which would assist in effecting 
\closer tie-ups between local and 
inational advertising. 

An advertising exhibit which fea- 
|tured the convention indicated that 
|while the errors of omission indi- 
‘cated by Mr. Tatham are much in| 
evidence, restaurants are rapidly | 
developing into important users of 
|newspaper space. 

The exhibit of equipment and | 
supplies at the restaurant conven- | 
tion indicated that food manufac- 
turers depend chiefly on the sam- | 
pling method to win new customers. | 
Beer, Coca-Cola, several advertised | 


brands of coffee and tea, pie, ham- 
burgers and many other food prod- 
ucts were available at all hours, 
and the casual way in which they 
were indiscriminately consumed by 
the crowd suggested that many 
would shortly be clamoring for the 
baking soda. 


G-E Managing WGY 


The General Electric Company 
resumed complete management of 
WGY, Schenectady, Oct. 1, the 
NBC national spot and local sales 
department continuing as national 
sales representative. 


WTAX Names Foreman 


WTAX, Springfield, Ill., has ap- 
pointed the Foreman Company as 
national representative. 


Plan Four Tours for 
N. Y. Ad Course Students 


Students in the advertising and 
selling course of the Advertising 
Club of New York will be taken on 
four educational tours following 
completion of their classroom ac- 
tivities. Visits will be made to the 
New York Times plant to observe 
|its complete operation; the photo 
|}engraving plant of the Reliance Re- 
production Company, the offset 
| printing establishment of the Rog- 
| ers-Kellogg-Stillson Company and 
ithe studios of the Mutual Broad- 
|casting System. 


Frank Haring has been made edi- 
| tor-in-chief of Liquor Store & Dis- 
| penser, New York. 


“Let's give ‘em both barrels,” said the adman 


“A rifle is all right, Joe, when you've a single target. But 


when there are lots of birds 


and plenty of hits to be 


made... give me a trusty double-barrel every time.” 


“Spoken like a sales manager who knows how to go after 
big markets, Frank! And, as an advertising man, I agree. 
Take the new radio schedule we're submitting for your 
Michigan-Ohio territory. No random pot-shotting. It's 
WJR and WGAR ... both barrels at one of the nation's 
largest two-city markets!” 


_ THE GOODWILL STATION ~ 


G 


a ’ 


THE FRIENDLY STATION © 


Beverly Hila . 


G. A. RICHARDS, President...LEO J. 


we bx 
oP ad Pal 


... AND, IF YOU'RE GUNNING FOR 
THE SOUTHERN CALIFORNIA 


Your advertising will hit the mark over KMPC, now 
big time, full time, and occupying a dominant position 
on the dial with its 710 kilocycles. 

Since brought under Richards-group management, 
associated with CBS, KMPC has become one of the 
outstanding showmanship stations of the west. 

Audience has trebled in the last six months. Mail 
response has multiplied more than 400 per cent. CBS 
commercial and sustaining features, plus alert coverage 
of sports, news and special events put your program in 
“good company” when you schedule it for... 


KMPC 


THE STATION OF THE STARS 


CBS ASSOCIATE STATION 


MARKET 


obo Cngelr 


\ 


No hayseeds are farmers whose rolling acres lie within the rich 
territories blanketed by Richards stations. In the WJR-WGAR 
area, profitable fields and herds give them an income of one billion 
- dollars a year. Within the range of KMPC, there are more than 
43,000 prosperous farmers. To reach rural markets with money 


to spend... make certain these three stations are on your list! 


FITZPATRICK, JOHN F. PATT, LEO B. TYSON, Vice Presidents 
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Adler Adds Two 


Milton J. Adler Company, New 
York, has been appointed to handle | 
the advertising for Sloane Products, 
New York, maker of “Nu-Foot’”’ 
shampoo powder and other foot 
preparations, using newspapers, 
business papers and radio; and 
Morse Laboratories, New York, 
maker of pharmaceuticals, using 
professional publications and direct 
mail. 


BECAUSE — 


15,000,000 Families have been reached 
with them, and like them. 


BECAUSE — 


Collecting them is a regular hobby 
with over 1,000,000 people. 


BECAUSE — 


Cost is low—audience large —and 
Interest is sustained, and growing. 


WRITE TODAY — 


for complete information, samples 
and Case Histories about — 
POSTER STAMPS 
Used for Premiums, Fund-raising 
and Good Will. 


MID-STATES 


GUMMED PAPER CO. 


2515 S. DAMEN AVENUE, CHICAGO 


| Denton to Regal Oil 


| Steneade Ad Club Buying 


Ambulance for British 


The Advertising Club of Newark, 
N. J., is sponsoring the collection of | 
$1,350 to purchase, equip, transport 
and maintain for one year an am-| 
bulance for the British through the 
British American Ambulance Corps. 
A metal insignia will be given those 
contributing a dollar or more. 

Herbert S. Waters, president of 
the club, has appointed Arthur DeB. 
Robins chairman of the ambulance 
committee. He is being assisted by 
Douglas Colyer, treasurer; Herbert 
Segal, Jack Lasky and Patrick M. 


| Feeney. 


‘Ozalid Corp. Merged 


Ozalid Corporation, New York 
has been merged with its parent 
organization, the General Aniline 
and Film Corporation, 230 Park ave- 


nue, New York, and the business 
is being conducted now as_ the 
Ozalid Products Division of the 


|General Aniline and Film Corpora- 
ition with sales and general offices 
|in Johnson City, N. Y. 


Frank P. Denton, formerly assist- 
ant to the advertising and sales pro- | 
motion manager of Packard Motor | 
Car Company of New York, has 
joined Regal Oil Company, Eliza- 
beth, N. J., distributor of Merit 
gasoline, to handle field advertising | 


|and sales promotion activities. 


NUMBER TWENTY... of a 


ment. 


ladies really went for it. 


e These facilities, too, 
ity printing experience 


One of our idea crew is as near as your phone. 


TALENT TO ORIGINATE 


Adding a plus to advertising is one job specifically 
in the hands of our Specialty Advertising Depart- 
They're busy the year ’round with greeting 
cards, tags, seals, bridge tally and place cards, satis- 
fying thousands of retail outlets with seasonal doo- 
dads. ¢ Little known is the fact that this department, 
as well as our affiliates, American Art Works—who 
eee e ideas in metal—and Sam'l. Gabriel Sons & 
Company—for 30 years creators of books and games 
for youngsters— have given a lift to more than one 
advertiser's sales arguments with an especially de- 
signed box or assortment of holiday-keyed items. 
Smart indeed was one client who at Christmas offered 
a complete gift wrapping kit as a premium. The 


took our suggestion and planted Valentine cut-outs 
smack-dab on his line of lollipops. Or the one who 
found one of our games just right for an offer to 
children. ¢ Isolated cases? No... there are many 
others where these ideas were successfully tied up 
to product . . . where our PLUS recommendations 
helped move merchandise . . . Cases, like your own, 
where our happy balance of talent to originate and 
skill to produce stood an advertiser in good stead. 
plus all our years of qual- 


series - PLUS ADVERTISING 


So, too, was the lad who 


are yours to command. 


SKILL TO PRODUCE 


AMERICAN COLORTYPE ‘COMPANY 


| papers, 


| showed a loss of 3.9 per cent; 


Farm Monthlies 
Show 4% Gain 
for October 


Oct. 10.—Monthly farm 
reporting to Publishers’ In- 
formation Bureau and direct to 
| ADVERTISING AGE, showed a gain of 
4 per cent in commercial display 
advertising during October, com- 


Chicago, 


| pared with the corresponding month 


of last year. Total October linage 


|carried by the reporting monthlies 


was 325,085, while that carried by 
the same publications last year was 
312,492. 

Semi-monthlies, weeklies and 
dailies, reporting September linage, 
showed a mixed trend. With a total 


| of 78,838 lines in September of this 
| year as compared with 81,990 lines 


last September, the semi-monthlies 
and 
_the bi-weeklies showed a loss of 5.9 
per cent, September linage of 295,- 
268 lines falling considerably short 
of last year’s 313,639 lines. 
Weeklies, on the other hand, car- 
ried 55,617 lines of commercial dis- 


play, an increase of 8.9 per cent 
over the 51,093 lines carried last 
year, and the dailies’ September 


total of 174,367 lines was 9.9 per 
cent greater than their last year’s 
figure of 158,653 lines. 


Wright Shoes Launches 
Promotion Drive 


“For active men” will be 
theme of an advertising campaign 
being launched by E. T. Wright & 
Co., Rockland, Mass., maker of 
Wright arch preserver shoes. Pub- 
lications scheduled are Christian 
Science Monitor, Esquire, Fortune, 
Oral Hygiene and Time. Names of 
principal dealers will be included 
in copy. 


Bartholomew to Cleveland 


Lee Bartholomew, until last June 
general sales manager of Celotex, 
Ltd., London, England, has been 
appointed manager of the Celotex 
Corporation’s Cleveland division, 
succeeding J. Z. Hollman, who has 
resigned to accept another position. 


Forms Wagenseil Branch 


Robert Harwood, account execu- 
tive for Hugo Wagenseil and As- 
sociates of Dayton, O., has been 


placed in charge of the new Spring- 
field, O., branch. Springfield ac- 
counts include Robbins & Myers, 
Murray-Black Company, William 
Bayley Company, Bonded Oil Com- 
| pany and the Safety Grinding Wheel 
| Company. 


the | 


Commercial Display Poultry and Commercial Display Poultry i 
Including Poultry and Livestock Including Poultry and Livest 

Livestock — -Display — a Livestock——_——_,, -—Displa _ 

1440 - 1939-—— 1940 1939 -1940——, -——-1939-—_, 1940 9 

Pages Lines Pages Lines Lines’ Lines Pages Lines Pages Lines Lines’ Lineg 

Monthilies Bi-Weeklies anes oa Issues unless otherwise noted) 
Country Gentleman 39.3 26,724 5 24,107 149 216 | Wallaces’ Farmer 32.3 25,299 32.6 25,568 6,809 i 
Capper’s Farmer 30.5 20,754 28.9 19,637 9 50 | Pacific Rural Press ; 
Progressive Farmer Northern Edition 25.0 18,886 28.3 21,418 R68 19 

Georgia-Ala. Edition. 25.7 16,180 42 66 Southern Edition 24.6 18,577 28.4 21,474 952 9 

Carolina-Va. Edition. 25.6 17,086 224 539 | Prairie Farmer 

Kentucky-Tenn, Ed'n, 24.8 16,142 47 66 Ill. & Ind. Edition 24.2 17,598 25.8 18,765 35 1 

Texas Edition 24.7 16,324 486 146 | The Farmer 

Mississippi Edition 22.8 15,269 36 78 General Edition 21.7 17,013 18.7 14,661 847 ) 

§All Editions 20.2 13,695 7 66 | Nebraska Farmer 22.2 16,127 22.8 16,674 850 

§Average 5 Editions. 24.7 16,200 167 179 fAverage 4 Editions. 25.2 18,370 25.3 18,420 5,847 8 
Successful Farming 41.2 17,379 91 121 | Arizona Farmer 18.5 14,004 24.3 18,372 36 
Farm & Ranch 24.1 18,074 397 1,517 | Ohio Farmer ... 17.6 13,43 18.4 14,124 1,006 
Farm Journal & New England Home- 

Farmer's Wife 42.4 18,184 50.0 21,448 142 138 stead sees - 19.1 13,375 21.1 14,782 4,842 6 
Southern Planter 17.9 12,544 13.1 9,148 376 149 | California Cultivator.. 17.5 13,224 21.5 16,277 224 
California Citrograph.. 18.3 12,300 22.1 14,835 Michigan Farmer 16.4 12,586 14.3 10,997 1,253 
*New Jersey Farm & Kansas Farmer 16.1 12,219 13.5 10,248 1,418 2 

Garden 26.3 11,848 15 7,05 ... | Indiana Farmers Guide 15.6 12,195 12.1 9,482 58 5 
Southern Agriculturist. 15.3 10,700 14.5 10,152 56 10| American Agriculturist 15.8 11,527 17.3) 12,619 432 
*Idaho Granger 7.1 7,756 5.2 6,684 Idaho Farmer 15.1 11,435 14.2 10,714 : 
Poultry Tribune Washington Farmer... 14.8 11,170 15.0 11,306 14 

Eastern Edition 17.5 7,501 18.9 480 629 | Oregon Farmer 14.5 10,935 15.3 11,553 14 

Central Edition 14.1 6,048 15.9 152 egg | Wisconsin Agriculturist 13.9 10,903 16.0 12,540 562 

Pacific Edition 12.2 246 14.8 173 656 | Pennsylvania Farmer 13.8 10,610 14.8 11,373 1,027 4 

Western Edition 11.8 5.052 123.1 45 117 | Missouri Ruralist oe 38.9 9.831 15.9 12,074 1,493 

$All Editions 11.5 4.922 12.8 45 117 tural New Yorker.... 9.2 7,208 12.2 9,591 ,378 ) 
Breeders Gazette 13.4 6,029 13.3 2,146 1,751 | Dakota Farmer 9.2 7,115 11.8 9,126 154 
American Poultry Journal ia 

Eastern Edition 13 5.667 12.5 291 483 Total Group ...... 295,268 313,639 24,272 2 

Central Edition 10.0 4,274 10.0 123 190 Weeklies (September—Four issues unless otherwise noted) 

Western Edition 7.9 3,407 7.5 44 62 | *Washington Grange 

§All Editions 7.4 :. 6.6 44 62 De: «on ee enae eae - 19.8 21,492 13.8 14,936 
*Florida Grower 7.8 i 6.4 240 307 | Weekly Kansas City Star 

| *Hoosier Farmer 10.2 4,575 13.0 342 510 Missouri Edition 4.3 10,473 5.3 13,032 9 
{Wyoming Stockman *California Grange 

Farmer 4.7 4.185 6.0 5,383 476 194 News . rer 9,310 8.414 , 
*Kentucky Farmers Capper's Weekly 2.3 5,127 2.2 4,892 293 4 

Home Journal 5.1 4,003 5.4 4,228 789 653 | Semi-Weekly Farm News 
*Ohio Farm Bureau Tuesday Edition 1.4 3,235 1.0 2,388 56 ) 

News , 7.8 3.500 10.1 4,533 122 175 Friday Edition 1.3 3,068 1.4 1,276 56 5 
tArkansas Farmer 1.6 8.509 4.3 3,217 : Ke Dairymen’s League 
Nation's Agriculture 6.5 2,936 5.8 2.619 10 a. Sree 4.0 2,912 6.7 4,155 344 8 
National Livestock | a 

Producer : 3.9 849 4.9 1.546 42 250 Total Group 55,617 91,093 749 7 
tn ts te Be Dailies (September) 

‘ ‘ 316 *Omaha Daily Journal 
Total Group 325,085 312,492 7.710 9,371 | naieeen ti Dre ¥ _ se 3,748 $3.0 46,768 898 ’ 

Semi-Monthlies—September , | a — " ce ee { 5.139 5 ; 

*Oregon Grange Bulle Pict - ' " 21 45,539 19.5 41,444 634 1 { 

tin 13.7 16,422 13.4 14,966 = = a = 1 ia 42,970 19.8 42.083 18 
osae Bnet . ; : oan + : r aa 9 ose 3,920 *St Louis Daily Live 
Farmer Stockman 14.1 10,631 16 0 12°081 a 133 7 ++ — ae sine aha 53,3 28,358 356 ’ 
Utah Farmer 13.1 9,907 3.3 ORT 14 5 Tots = 71 aes sake. r 
Western Farm Life 12.3 9,612 0 7 136 1 $34 “14 a —— = ee 6S : 
Missouri Farmer 8.1 6,344 7.4 5,780 182 317 *Figures provided by publisher 

Total Group r* ube = September linage 
is , 81,990 7,957 (,200 §Not included in total 


“Call-Bulletin” Builds 


The San Francisco Call-Bulletin 
laid the cornerstone of its new plant | 
Oct. 8, with Dr. Ray Lyman Wilbur, | 
president of Stanford University, 
participating in the streamlined 
sinking of a time capsule containing 


| speedy straight-line newspaper pro- 
duction. 


Hotels to Frank Best 


Collier Florida Coast Hotels has 
appointed Frank Best & Co., New 


York, to handle its advertising. A 
items of historical significance. This | national campaign will be conducted 
plant features new facilities for |in magazines and newspapers. 

“I shot an arrow into the air 
It fell to earth, I knew not 
where ; oa 


LONGFELLOW 


But, 
mark, you must take 


don. 


thoroughly, as proven 
yardsticks. Greater co 
with 50,000 watts: 


| great popularity of WO 


30,000 


NBC 


—WOAT 


REPRESENTED Nationally 


OUTS 


Falls 


If your supply of ammunition is 


can afford to send it skyward with reckless aban- 
if you want to be sure to hit your 


Direct your advertising message to the Texas 
| audience through WOAI, which reaches it more 


decided listener-preference, 
| proven by survey after survey, resulting from the 
Al's NBC, TQN, and local 


| programs—assure you of scoring more direct hits. 


SAN ANTONIO, TEXAS 


limitless, you 


precise and careful aim. 


by nationally accepted 
verage of the Southwest, 


WATTS + CLEAR CHANNEL 


AFFILIATE © MEMBER TON 


By EDWARD PETRY & CO. 
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Commonwealth 
Shoe Dealers Given 
‘Promotion Course’ 


Bostonian Outlets Get 
Complete Details of 
Advertising Strategy 


Boston, Oct. 10—Should the 
manager of your favorite shoe store 


reveal an unusual knowledge of 
modern advertising the next time 
he is fitting you with a pair of 
Bostonians, credit it to the novel 
policy of the manufacturer, Com- 


wealth Shoe & Leather Com- 
pany, in teaching its field salesmen 
to become advertising consultants 
for the retailers they serve. 

\dvertising sessions of Common- 
wealth sales meetings, such as the 
one held at company headquarters 
at Whitman, Mass., last week, are 
notable for the wide range of gen- 
eral advertising information im- 
parted to salesmen along with spe- 
cific data on new campaigns. 

For example, a series of slide 
films prepared by the Bureau of 
Advertising of the American News- 
paper Publishers Association in 
connection with its readership re- 
search was on the program. L. M. 
Clark and Daniel Starch readership 
reports were also reviewed. 


Advertising Greatly Changed 


All this is not as remote from the 
field foree’s primary job of selling 
Bostonians as it might seem. Two 
years ago, advertising of Bostonians 
underwent a radical change. Where- 
as formerly it had closely re- 
sembled all other shoe copy in pic- 
turing just shoes and utilizing a 
style appeal, it was changed to in- 
clude informal action pictures. 

That was heresy to the shoe in- 
lustry as a whole, and particularly 
to shoe retailers whose long-estab- 
lished idea was that the best copy 
contained the biggest picture of a 
pair of shoes. The less space given 
to anything other 


than the un- 
idorned product the better, they 
believed. 
In 1937, upon recommendation 


of the Commonwealth agency, Ful- 
ler & Smith & Ross, New York, the 
company hired a research firm to 
find out, among other things, the 
chief selling appeal for men’s shoes 
in the Bostonian price bracket. 
This survey showed that comfort, 
or “fit and feel,” was the most im- 
portant reason why men selected 
the shoes they were wearing. Style 
was the appeal that attracted only 
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16 per cent, compared with a 42 per 
cent rating for comfort. 

That “fit and feel” appeal which 
proved most popular was right up 
the Bostonian alley, for the manu- 
facturer takes special pains on that 
score. When a further check 
among customers showed that they 
were particularly well pleased with 
the comfort of their Bostonians, the 
“fit and feel” appeal was adopted 
for advertising. 

Theme Has Stuck 


It has been the basic theme ever 
since, and will be continued in 1941. 
“Fit right, feel right—they’re Walk- 
Fitted,” has been the slogan which 
has been dramatized in numerous 
ways in national magazine adver- 
tising in Collier’s Esquire, Life and 
The Saturday Evening Post. 

Not only did this new type of 
shoe copy have to be sold to deal- 
ers, but retailers had to be suf- 
ficiently convinced of its merit to 
place tie-up advertising locally at 
their own expense. Commonwealth 
furnishes its dealers with news- 
paper mats, radio transcriptions and 
window displays, but does not share 
in the cost of space or time. 

Another reason why it was im- 
portant that the gospel be spread 
to retailers is that the average out- 
let does an annual volume in men’s 
shoes of $5,000. Alloting 5 per 
cent for advertising, that means a 
yearly promotion budget of $250. 
With such a small sum available for 
advertising, it is particularly im- 
portant that every dollar of the 
money be well spent. 


Can Prove Case 


So for three years the Common- 
wealth field salesmen have been 
exposed at sales meetings to a 
liberal education in modern adver- 
tising. When they talk advertising 
to the trade, they do so with author- 
ity and are able to quote ANPA, 
Clark and Starch reports to prove 
that the new type of copy gets 
greater readership than the old. 

They are able to prove, for ex- 
ample, that advertising of Bostoni- 
ans now gets twice its former ob- 
servation, and five times its former 
readership and identification. 

That the dealers have been won 
over, at least to a great extent, is 
shown by the fact that retail linage 
devoted to Bostonians has increased 
from 600,000 yearly to 2,000,000 
since the change was made. 

With their advertising knowledge, 
Commonwealth salesmen are also 
able to translate into concrete terms 
the value of the national advertis- 
ing. In their portfolios they carry 
statistics revealing the circulation 
of the four magazines in each local 
community. 

Commonwealth officials 
willing to talk about 
since the advertising 
changed, but they do admit that 
things are “going fine.” Business 
is good and doubtless making ad- 
vertising consultants out of shoe 
peddlers has had something to do 
with it. 


are un- 
sales results 
policy was 


Appoint A. A. Brandt Sales 
Manager of G-E Radio 


Arthur A. Brandt, who for three 
years has been associated with the 
advertising and 
promotional ac- 
tivities of Gen- 
eral Electric 
radio, has been 
appointed sales 
manager for the 
G-E radio and 
television line. 

Mr. Brandt, 
whose headquar- 
ters will be in 
Bridgeport, will 
work closely 
with Eastern dis- 
tribution outlets, 
previously in 
charge of Fred Ray, who has been 
put in charge of General Electric's 
new de luxe radio line. Reporting 
to Mr. Brandt will be two regional 
sales managers, H. A. Crossland on 
the Pacific Coast and George Peter- 
son for the Middle Western terri- 
tory. 


A. A. Brandt 


|Budd Appointed 


The Sentinel, South 
Conn., has appointed John Budd 
Company, New York, as its national 
advertising representative. 


Norwalk, 


ae 


ete 
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Promotional 
Linage Goes Up 
for September 


Chicago, Oct. 10.—Promotional ad- 
vertising carried in the advertising 
press during September increased 
13.7 per cent over August, topping 
all months this year except Febru- 
ary and April, according to a report 
released here today. 

A total of 220,780 lines was shown 
for the six publications in the ad- 
vertising field included in this tabu- 
lation, compared with 194,264 lines 


‘for the measured papers in August, 


a gain of 26,516 lines. 

Compared with September of last 
year, when 211,218 lines were car- 
ried, the current month shows a 
gain of 9,562 lines or 4.5 per cent. 

Biggest Space Users 

Newspapers were the biggest 
space users during the month, their 
55,636 lines accounting for 25.2 per 
cent of the total. Radio was the 
next largest user of space with 35,- 
014 lines or 15.9 per cent of the 
total, closely followed by magazines 
with 34,720 lines or 15.7 per cent. 
Other important classifications and 


the amount of space used by each 
were: business paper, 22,162 lines 
or 10 per cent; advertising produc- 
tion, 20,118 lines or 9.1 per cent: 
and paper, 13,846 lines or 6.3 per 
cent. 

Publications on which this tabu- 
lation is based and the promotional 
linage carried by each in September 
are as follows: 


Lines 
ADVERTISING AGE (w) 101,920 
Advertising & Selling (bw) 20,146 
Printers’ Ink (w)......... 32,004 
Printers’ Ink Monthly..... 13,412 
Sales Management (sm).. 28,644 
. 8: | a eee 24,654 


many readers 
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New Book Traces 
Newspapers Place 
in Advertising 


New York, Oct. 11.—A dramatic | as a 


story of the background and growth 
of newspapers in North America 
and the services they have rendered 
advertisers since the early 18th cen- 
tury was unfolded here today with 
publication by the ANPA Bureau 
of Advertising of “The Newspaper 
as an Advertising Medium.” 


new case-bound handbook contains | ©TS: 


170 pages, is printed in two colors 
and measures 5% by 8% inches. 
The presentation is divided into 
seven chapters — history, editorial 
services, circulation data, advertis- 
ing characteristics, specific advan- 
tages, case histories and the Bureau 


“What is 
ALEXANDER THEATRE 
SCREEN ADVERTISING ?”’ 


@ The most complete in- 


formation ever published 
under one cover regard- 
ing this growing medium 
is now available to ad- 
vertising and sales ex 
ecutives and advertising 
agencies. It's yours for the 
asking. Write to: 


DEPARTMENT OF INFORMATION 


ALEXANDER 
FILM Co. 


of Advertising. In addition, there 
is a check-list of sources for adver- 
tising and market data and a high- 
light summary of important facts 
concerning the medium. 

Packed with important facts and 
figures of interest to advertisers 
|'and agency men, the book includes 
a listing of the 100 leading news- 
paper advertisers for 1939, as well 
mass of circulation data on 
| weekday and Sunday newspapers 
of the United States and Canada. 


Commentary on Criticisms 


| The foreword to the book is a 


|timely commentary on some of the 
|criticism leveled against advertis- 


The |ing by overzealous consumer lead- 


It quotes William Allen White 
'of the Emporia Gazette as follows: 

“Advertising is the genii which 
is transforming America into a 
place of comfort, luxury and ease 
for the millions. Advertising since 
the first of this century has changed 
the economic status of at least one- 
fifth and possibly one-fourth of our 
people, raising them from a lower 
to a higher standard, increasing 
their wants, increasing their ambi- 


COLORADO SPRINGS, COLORADO 


tions, and hence their wants, in- 
creasing their ambitions, and hence 


'their capacities, and also. their 
purchasing power. Advertising is 
the Archimedean lever that is 


moving the world.” 


Miss Hurst AFA V. P. 


Mercedes Hurst of the Common- 
wealth Edison Company, Chicago, 
has been appointed vice-president 
of the Advertising Federation of 
America and chairman of the Coun- 
cil on Women’s Advertising Clubs 
to fill the unexpired term of Aubyn 
Chinn of the Chicago office of the 
Borden Company, who married re- 
cently and retired from business 
activities. 


Tuthill Issues Chart 


A new three-color wall chart 
classifying spring items of the Tut- 
hill Spring Company, Chicago, has 
just been prepared by Burlingame 


distribution to Tuthill dealers. 


and Grossman, Chicago agency, for |has moved its New York office to 
|521 Fifth avenue. 


Gillette Pays 
tor Four, Gets | 
Seven Games | 


Boston, Oct. 9.—Without await- | 
ing information from the Coopera- 
tive Analysis of Broadcasting as to 
the size of the audience tuned in to 
the World Series’ broadcasts, Gil- 
lette Safety Razor Company officials | 
are already patting themselves on | 
the back for their sagacity in pur- 
chasing radio rights to the annual | 
fall classic. 

The deal made with baseball | 
commissioner Kenesaw Mountain 
Landis and the Mutual Broadcast- 
ing System by which Gillette spon- | 
sored the series provided that the 
advertiser should pay for the time 
for the first four games. In case 
the series was not completed in 
four straight victories for one team 
or the other, remaining games were 
to be carried over the same stations 
without cost for time. 

Since the series dragged out to, 
seven games before Cincinnati won, 
Gillette got more for its money | 
than any previous sponsor. The | 
last time the series required the full | 
seven games was in 1934, when it} 
was broadcast on a sustaining basis. | 


Baird Joins Grant | 
J. Edward Baird, formerly with | 
Ruthrauff & Ryan, Chicago, has 
joined Grant Advertising, 
York, as an account executive. | 
| 

| 


Krieger Names Riordan 
Krieger Oil Company, Los An- 
geles, has appointed John H. Rior- 
dan Company, Los Angeles, to 
handle its advertising. | 


Midland to Hal Hull 

Midland Hotel, Chicago, has ap- 
pointed Hal Hull, Chicago, to handle 
its advertising. 


Moves New York Office 


Dickie-Raymond, Boston agency, 


Of 


Nine words—defining a basic principle that for eight years has 
permeated the work of the John Blair orgamization in its 


relations with advertisers, agencies and radio stations. 


F wevaws > 
NEORMATION 
1S MEASUALE 


— HEUABIL 


JOHN BLAIR & COMPANY | 


National Representatives of Radio Stations 


CHICAGO NEW YORK 
520 N Michigan Ave $41 Madison Avenue 
SUPernor 8659 Murray Hill 9 6084 
oe 
re Mss. % 


DETROIT $T. LOUIS OS ANGELES SAN FRANCISCO “wht , 

' ANGELS AN FRANCIS Equipment Institute, when he was made an honorary life men 
New Center Building 455 Paul Brown Building = Chamber of Commerce Bldg 608 Russ Building the first time a non-manufacturer was ever given such recogni! 
Madison 7889 Chestnut 4154 Prospect 3584 Douglas 3188 


Getting Personal 


DeSales Harrison, v.p., Coca-Cola Co., won the silver platter 


prize in the tennis tournament at 


Association convention at White Sulphur Springs. 
Coca-Cola, 


pose donated the prize? 


the National Wholesale Druggists 
Who do you sup- 
of course, and Harrison lamented 


4 


that a bigger platter hadn’t been ordered. A. R. Clapham, Johnson 
& Johnson prexy, won the game tourney... 

Col. Julius Ochs Adler, v.p. and gen’l mgr., N. Y. Times, has 
re-entered active army duty as commanding officer of the reception 
center at Fort Dix, N. J. He holds six decorations for gallantry as 


an infantry officer in the first Wo 


rld War. He has taken a yea 


leave of absence, and made the shift from reserve to active duty at 


his own request. . . 


L. B. Wilson, boss of Station WCKY, Cincinnati, is doing his b:t 


for patriotism. He is distributing 
American flag. No, there’s no ad- 
vertising on the buttons. . . Gay 
Walton, ad. dir., Julius Kayser & 
Co., spoke before students of the 
Commercial Illustration School of 
N. Y., and W. A. Cather, a.m., 
Babcock & Wilcox Co., handled a 
similar assignment before the As- 
sociated Printing Salesmen last 
week... 

A full-page ad in the N. Y. 
Times, placed by the America 
First Committee, included the 
names of such sponsors as Chester 
Bowles, of Benton & Bowles; Gen. 
Robert E. Wood, of Sears, Roe- 
buck; Jay C. Hormel, president of 
George A. Hormel Co.; and Ster- 
ling Morton, secretary of Morton 
Salt Co. Appearance of the copy, 
urging America to stop sending 
war materials to belligerents, re- 
sulted in a visit to Bowles’ office 
by Col. Charles A. Lindbergh. 
R. D. Stuart, Jr., 24-year old son 
of the Quaker Oat Co. v.p., heads 
the America First group. . . 


100,000 buttons reproducing t). 


TALKING SPORTS 


Harry A. Koehler, vice-president of the 
Chicago Herald-American, and Edward 
W. Cochrane, director of sports prom 
tion for Hearst papers, talk things over 
at the first fall meeting of the Herald. 
American Quarterback Club, with which 
meetings of the Hearst Round Table 
have been merged for the season. 


Lee H. Bristol, v.p. in charge of adv., Bristol-Myers Co., has an 


article on advertising 
Stimulator. . . 


in the October 


issue of Fair Trade Sales 


George L, Moskovics, sales promotion director of the Columbi1 
Pacific network, has been vagabonding through Western beauty spots 


on a belated two weeks’ vacation. 


. . Douglas C. McMurtrie, director 


of typography of the Ludlow Typograph Company, Chicago, and 
chairman of the Invention of Printing Anniversary committee for the 
International Association of Printing House Craftsmen, spoke on the 
history of printing before the Chicago Loop Kiwanis Club. . . 

James Edwin Goodwin, Jr., of the N. A. Winter Advertising 


Agency, Des Moines, will marry 
Iowa Broadcasting Company, 


Des Moines, 


Eileen Elizabeth Grennell of the 
Oct. 26. D. Gregg 


Cummings, who is serving his apprenticeship in the media depart- 
ment of Blackett-Sample-Hummert, Chicago, also goes off the deep 
end Oct. 19 when he will marry Katherine Stenson, a debutante of 
two seasons ago, in the chapel of the Holy Name Cathedral. . . 


F. A. Seiberling, 


founder and chairman of the board of the 


Seiberling Rubber Company, Akron, who is 85 years old and stil! 
active, was the guest of honor at a special luncheon at Akron Oct. 6 
with newspaper and publication representatives in attendance. A 
group conference was held at the plant afterwards. . . 


William F. Wiley, publisher of 


the Cincinnati Enquirer, has been 


named by Governor Bricker of Ohio as one of the three members o! 
the draft board in Hamilton county, which will select 315 persons to 


staff local draft boards in that cou 

Howard Medholt’s plans for i 
members in Philadelphia will soon 
sport small gold lapel pins with a 
C. Martin, former publisher of the 


THE RANCHER 


Raymond R. Morgan, head of the Holly- 

wood affiliate of Goodkind, Joice & 

Morgan, Chicago, poses for M. Lewis 
Goodkind on a New Mexico ranch. 


and Finley, newspaper rep organ 
good taste. 
cups presented to Howard by the 
as house committee chairman, mad 


E. J. Baker, publisher of Farm Implement News, Chicago 
ceived a signal honor at the recent annual convention of the F 


Mr. Baker has been serving the fiel 
for the past 59 years... 


Manuscripts, silverware and other valuables, inclu 


nty... 


dentification of all Poor Richard 
see fulfillment when they will al! 
likeness of Ben Franklin. . . John 
Philadelphia Ledger, is now asso- 
ciated with his son, Stan, and his 
son-in-law, W. Porter Ogelsby, in 
the outdoor advertising business 
with offices in the Lincoln Lib- 
erty bldg., Philadelphia. . . 
M. Oakley Bidwell, a.m 
Serutan, has been ordered to ac- 
tive duty as Assistant Adjutant 
General of the 27th Division, U. S 
Army. He will be stationed a 
Fort McClellan, Ala. Healthaid 
Inc., his employer, has grant 
him a year’s leave of absence 
Harry Singer, of James 
Coveney Co., has become a c 
try squire—and the neighbor 


‘ 
( 


more famous country squir¢ 
Duchess County, N. Y. The shop- 


ping newspaper representative 
just purchased an 82-acre ret 
which boasts, among other th 
a lovely Colonial house and a | 
vate lake. . . 

Fred Geiger, president, | 
Printing Company, Chicago, w! 
handles production of many 
tional magazines, has changed 5 
home address to the Edgew:'e! 
Beach Hotel. . . When thieves re- 
cently broke into the home © 
Howard Story of Story, Brooss 
ization, they showed remark»)! 


Poor Richard Club for his ' 
e up the booty... 


d through his work as a publ 
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Effect of Taxes 
on Consumer 
Called Mystery 


29 


bracketed by the Harvard instruc-|competition are those in the drug, 
tor. Despite higher wages, unem- | hardware, automotive, electrical, 
ployment is still widespread and /|shoe, hat, millinery, paint and other 
private payrolls have declined from | fields. 

59.3 to 56.4 per cent of national in- | 
come in ten years. 


Need Price Study | 


"SUCCESS COMBINATION" FOR GOLD MEDAL 


WHAT “FAMILY REACTION” DO YOUR BAKINGS GET? 


Issues “FM News” 
Freed Radio Corporation, New 
While “you can’t sell more labor | York, is issuing a weekly digest of 
by charging a higher price for it,’|M€wspaper, magazine and business 
Prof. Slitchter blamed pricing igno- | P@PeT articles on frequency modu- 
Boston, Oct. 8.- The Boston Con- rance for a share of the failure of lation, under the title = M News. 
ference on Distribution received | recent government policies. Busi- re Re eget ing Ae gga 
two different pictures of taxation) ness men usually underestimate re- pirate sea eaten a 
today among a number of addresses sponsiveness to demand for price " 
on non-related = subjects. Carl| changes, he said, the remedy lying LaRussa Opens Studio 
Shoup, professor of economics, Co-|in constantly improved market re- Tony LaRussa, formerly with 
lumbia University, said that though | search which will assist business in |Colangelo Studios, New York, has 
business men fill the air with la-| making the greatest possible contri- opened his own studio at 9 East 
mentations every time a new tax is| bution to employment. 45th street, New York. 
ae! added to their burden, actually the | yordon Cook, editor, The Volun- 
effect of taxes on consumer spend-| tary and Cooperative Groups Maga- 
ing represents an unexplored field. | zine, reported that volume of such 


ITS TIME you learned about this 
/'He urged a scientific study to de- food organizations now exceeds that 


4 = « 17; 
LK < CSS O/F], VNGUON | velop the facts. |of corporate chains. He said that S 
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3570 INCREASE IN[SALES! 


company now subscribing to 


, Cradle Car Service, reports a 35%, 
No. such uncertainty surrounds | his records show 559 voluntary increase in sales over the pre- 
... guaranteed to yield thrilling results / the tax structure as it relates to/ groups, with 84,830 retail members, vious year. 
eeraet ven sefcomnarenrs ome weet pte ott ars business, according to Sumner H.|and 277 cooperative groups with Why not inquire about this result 
at oo BR Bo te Slichter, Lamont University Profes-| 28,671 retailers, a total of 836 producing service? Let your prod- 
Plows amd Berry Crocker recipes! key” te baking soccsss to hmow how painerak the Betty Crocker ° . . . e ; 
cafeeup end eth Ghent Dee See ee —— eng sor, Harvard University. Labeling| groups, embracing 113,501 retail Pg tool Full deta upon 
wy ws fe Ln enee Case ead e1pease ther inte whee you sack of Oe . ° . 
toss ‘ast fender Gant Metal “Rircnen. ‘Se Prteting chia wr and thew regan. “Kitchen. stat” Plows end wen i with she taxes as the No. 1 defect in the]outlets. These figures are slightly : 
tevtad” Viewr. It te wend by virally rice on For example, Gonars! Mille spend theu-  recinas in the each. you know sucess Ye : , : , Quickest entrance to the mother- 
ge enccanenerl ee ee ee en ae on eal business situation, Prof. Slichter| below the actual number. fame mashes 
Leer “tent ammante a att ng Seeing emg hake Be said present tax laws reward capital| While formation of such groups 
Nem what tne? fees Sty ihr theo +t Matec ro fn handsomely for staying out of pri-|has proceeded apace in the food Tf ) ( 0 g. ' (| 
Seat tee oa eee vate business. Drastic revision of| field, others are now falling into we Chadle Con Service, Ine 
rhe hich 4 in the Daily Obleh he al tax laws is needed, he said. line. Mr. Cook said that among re- 
 AOWEPOPSS SOPy, WER SPPSSIOS WH HO VSEY WMSNSMER Tocenmy, Prases Wage and pricing policies were|tailers organizing to meet chain 457 N. Kingshighway St. Louis, Mo. 
almost equal stress on General Mills’ Gold Medal flour and on the company's 


Betty Crocker recipes, which come in the flour sacks. Interesting is the tiny 
reproduction, in the lower right hand corner, of the flour's famous ‘Eventually, | 
Why Not Now” slogan. 


N. Y. Ad Club Course 


Opens Annual Sessions 
Alden James, author of “Careers 


Marketers to Rattle 
Bones in Closet 


An unusual clinic meeting in| 


which marketing, merchandising 
and research mistakes will be 
served up as object lessons will be 
held Tuesday evening, Oct. 15, by 
the Chicago chapter of the Ameri- 
can Marketing Association. 

The meeting will be held at the 
Stevens bldg. restaurant at 6:15. 


in Advertising’; G. Lynn Sumner, 
president of the Advertising Club 
of New York, and Col. Gilbert T. 


Hodges, chairman of the executive | 


committee of the New 
will speak at the initial meeting Oct. 
14 of the 17th annual advertising 
and selling course of the Advertis- 


York Sun, | 


S. R. Bernstein, editor of Apvertis- | '98 Club of New York. The meet- 
¢ inc AcE, will direct the discussion. |‘ Will get under way at 7:45 p. m. 
1e at the Engineering Societies bldg., | 
29 W. 39th street. 


wy. oe . 
7 Liberty” Names Smith ~~ | 
Harold A. Smith has been ap-|Joins “American Weekly” 
- pointed sales promotion manager Karl Wehmeyer, former account 
r of Liberty, succeeding O. L. Hel- | executive with Blackett-Sample- 
# frich, who has been named associate |Hummert, has joined the Chicago 
ep advertising manager. 


isales staff of The American Weekly. 


NORMAN ROSS 


‘tant 
: 1 OfF7 4 OW WENR’s new participation hour, 
i ' ng : : 
featuring Chicago's famous, friendly 
<i « 
nted Richmond, Va., September—This city’s leading hardware salesman, Norman Ross, in his own program of 
A jobber states: “Hardware sales in this territory in recent entertaining recorded music, insures maximum 
\ weeks are considerably ahead of sales during the corre- results from a minimum expenditure. 
( sponding period of last year, and further gains are expected N R ‘ll ly hi , bili 
dn Gl een orman Ross will apply his unique ability 
‘ gained from years of successful selling of diver- 
. Similar optimistic re ave ceive ard- -¢ aie 7 
hoy ilar optimistic reports have been received from hard sified products in the great Chicago market — to 
fs ware dealers and jobbers in Atlanta, Memphis, Dallas. New citi t mn fife baaen 1 
“ ' eee non-competitive items in’ fifteen-minute units, 
treat Orleans, Oklahoma City, and other Southern distribution I — 


pointe. three or six times a week, at a price that will fit 


limited budgets. Phone or write for detailed infor- 


It’s easy to account for this upswing. mation about “YOURS ‘TRULY— NORMAN Ross” 


Satisfactory farm 
= income, increasing industrial expansion, numerous national 
we defense projects are pouring additional millions into the 
South’s buying coffers. 


with the assurance 


YOU GET More FOR LESS on 


And it’s just as easy to turn this upswing your way .. . 


to tell your story and sell your products through the adver 7 
iS" tising pages of Southern Hardware, the magazine that 
é oe reaches practically every Southern hardware job 4 | 
- ber and 80% of the South’s 9000 retail outlets 
y twice as many as its nearest national competitor! 
ne 
TA 


CHICAGO KEY STATION NBC—BLUE NETWORK 
870 ON YOUR DIAL 


GRANT BUILDING. ATLANTA. GEORGIA 
"TON © ELECTRICAL SOUTH © SOUTHERN POWER AND INDUSTRY © SOUTHERN AUTOMOTIVE JOURNAL 
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ANA Completes 2 
Program for 
Annual Meeting 


New York, Oct. 10.—How adver- 
tisers regard the outlook for 1941 
in terms of sales and advertising 
plans will be revealed at the 3lst 
annual convention of the Associa- 
tion ef National Advertisers, sched- 
uled for Oct. 23-26 at the Green- 
brier, White Sulphur Springs, W. 
Va. The advance program, com- 
pleted today, also disclosed that the 
members will dig deeply into the 
problem of relations with the gov- 
ernment during the coming year. 

Following its established proced- 
ure, the association will limit at- 


tendance at the first day’s sessions | 


to members and advertiser-guests, 
while the second and third days’ 
proceedings will be attended by in- 
vited agency and media guests. 
During the course of the meeting 
the spotlight will be trained on the 


JESS H. STRIBLING 


4 4 


i 


increasing tide of interest advertis- 
ers are evincing in the problems of 
product standards and labels. Re- 
sults of a Gallup poll on the con- 
sumer movement, supplementing 
last year’s presentation, will also 
be disclosed. 

Other subjects scheduled for at- 
tention will be media relations; the 
proposed plan for visualization of 
newspaper circulation in ABC re- 
ports; and the effect of the national 
defense program on production and 
distribution. The annual Ad-Rib- 
bers show will take place Friday 
evening, Oct. 25, with golf and ten- 
{nis tournaments set for the follow- 
ing day. 


WAAT Adds Two 

Station WAAT, Jersey City, N. J., 
| which will go to 5,000 watts full- 
|time operation on Jan. 1, has 
|appointed Robert A. Catherwood, 
| for the past six years with WOR, 
Newark, as national sales director, 
|}and Edmund S. Lennon, recently of 
| Hearst Radio, assistant to the gen- 
eral sales director. 


| Irwin Promoted 


Richard Irwin has been appointed 
advertising manager of Benson & 
Rixon Company, Chicago, operating 
four men’s clothing stores. Mr. 
Irwin, who joined the company a 
month ago, succeeds Sidney Lovitz, 
resigned. 


Allowances for 


Advertising Basis 
of FTC Complaint 


| Washington, D. C., Oct. 10.— 
| Clarification of Section 2(d) of the 
|Robinson-Patman Act, the clause 
| dealing specifically with advertising 
allowances, may be the outcome of 
a complaint filed this week by the 
| Federal Trade Commission, chapg- 
|ing White Swan Uniforms, Inc., 
| Yonkers, N. Y., with discrimination 
|in making allowances to its retail 
|}customers. The action was said to 
be the first filed under this provi- 
sion of the act, although numerous 
complaints have invoked other 
clauses. 

According to the FTC complaint 
the respondent has agreed to pay 
some of its customers half the cost 
of local newspaper advertising fea- 
turing White Swan uniforms, with- 
out making the allowances available 
on equal terms to competing cus- 
tomers. 

As an example of the alleged 
practice which it condemned, the 
FTC asserted that in New Bruns- 
wick, N. J., three stores sell White 
Swan uniforms. The manufacturer, 
according to the FTC, granted the 
allowance to one of the stores han- 


dling the line and, a few months 


Ask your nearest 
Western Union 
Manager about 


OVERNIGHT 


Western Union Presents 
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| 
ago, when a second local outlet was 


persuaded to drop another line in 
‘favor of the White Swan brand, 
granted the second merchant an al- 
lowance of 50 per cent on newspa- 
per insertions featuring the brand. 


Company Denies Favoritism 


The third store, however, the FTC 
continued, requested an advertising 
allowance on White Swan uniforms 
two years ago but was turned down 
on the basis that it was contrary to 
the manufacturer’s policy to grant 
such allowances. 

Commenting on the complaint in- 
formally today, an official of White 
Swan Uniforms declared that it has 
always been the policy of the com- 
pany to split advertising costs 50-50 
with every store that cared to fea- 
ture the brand, but the difficulty 
has been to get retailers to avail 
themselves of this offer. 

He added that the third New 
Brunswick store referred to by the 
FTC did not receive the allowance 
when it was not buying merchan- 
dise bearing the White Swan label. 
|The store is currently carrying the 
branded goods, he insisted, and is 
|now receiving the advertising allow- 
ance. 


Band Leaders Seek 
Compromise in 


ASCAP-NAB Fight) 


New York, Oct. 10.—While well 
known band leaders this week at- 
tempted to put across “Compro- 
mise” as the theme song of the cur- 
rent skirmish between ASCAP and 
the broadcasting industry, indica- 
tions were that, renewed meetings 
between the opposing forces would 
still be saddled by basic differences 
|of opinion that might make a meet- 
|ing of minds difficult: to achieve. 

The compromise campaign was 
\launched when. a committee of 
/maestros led by Fred Waring dis- 
| patched invitations to. Gene Buck, 
| president of ASCAP; William Paley, 
|Alfred J. McCosker and Niles 
Trammell, presidents of CBS, MBS 
/and NBC, respectively; and Neville 
| Miller, head of the National As- 
| sociation of Broadcasters. The or- 
| chestra men suggested that negotia- 
‘tions be resumed under neutral 
auspices. 


Basic Principle at Stake 


Mr. Buck was reported to have 
accepted the invitation, while the 
network executives were believed 
|to have forwarded the bids to Ne- 
ville Miller as head of the broad- 
casters’ negotiating committee. 
Although official comment on the 
| proposed meeting was lacking, it 
was learned that Mr. Miller would 
accept the invitation on behalf of 
the broadcasting industry at the 
same time pointing out that there 


| was little hope that new meet- | 
|ings would produce tangible results | 


unless ASCAP recedes from the 
stand that represents the chief ob- 
|stacle to the progress of negotia- 
| tions. 

| This obstacle was said to be the 
|adherence of ASCAP to compensa- 
tion on the basis of station income, 
,contrasted with the broadcasters’ 
|insistence on payment for ASCAP 
| music on a “per use” basis. 
controversy to compose their differ- 
ences, the band leaders pointed out 
|that although neither the general 
public nor interpretive artists were 
in any way responsible for the im- 
passe, they will be the chief suf- 
ferers. 


Leaves American Tissue 


John E. Begley has resigned as 
director of sales for American Tis- 
sue Mills, Holyoke, Mass., to con- 
duct a paper sales house in Boston. 


Duke Advances Palmer 


Roy A. Palmer has been ap- 
|pointed merchandising and adver- 
tising manager of the Duke Power 
| Company, Charlotte, N. C. He has 
prone with the company since 1919. 


| In urging the two parties to the | 


65 Per Cent of 
Agency Employes 
of Draft Age 


Chicago, Oct. 10.—Personnel of! 
ithe modern advertising agency ji 
surprisingly youthful, according ¢ 
a survey released here today by, 
William R. Sachse, comptroller o;: 
|\Lord & Thomas. In order to de 

‘termine the possible effect of th 
draft on Lord & Thomas operatior 

| throughout the country, Mr. Sach 

|}asked all offices to report on t! 

age of employes. 

| The study showed that 65 px 

|cent of all male employes of Lo: 

|& Thomas are between the drat 
| ages of 21 and 35. It might be sui 
|mised that the majority of thos 
susceptible to the draft were em 
| ployed in minor capacities, but suc! 
an assumption would be far fron 
the truth. No less than 36 per cent 
|or more than half of those of draf' 
age, are engaged in creative or ex 
ecutive work, hence would be diffi 
/cult to replace. 

Women in agency work ap 
parently resist the ravages of Fathe: 
Time more successfully than men 
Only 36 per cent of all Lord & 
Thomas employes are of draft age 
the low ratio being accounted fo: 
by a considerable number of femi 
nine workers who may be classified 


| 


as veterans. 

Advertising executives as a clas: 
apparently are too engrossed in 
their work to pay much attention 
| to extraneous activities. Lord & 
|'Thomas found that only 13 em- 
ployes of all offices are members o! 
the reserve or National Guard. Five 
|are of the executive or creative type 


| 


ae 
CBS S000 DAY 1000 RIGHT CALL ANY EDWARD PETRY OFFICE 


COLLINS 

MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


JOHN A. CAIRNS 
& COMPANY 


TEXTILE 
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45 EAST 17th ST. 
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Restaurant Men 
Ask More Help 
from Advertiser 


Chicago, Oct. 10.—A buyer-seller 


ublisher of American Restaurant, 

yught together at luncheon today 
-epresentative restaurant operators 
rom all over the country, together 
vith scores of leading food product 
advertisers and agency men. Greater 
cooperation in advertising and pro- 
motion to the consumer was indi- 
cated as a result of the discussions. 

Restaurant heads urged more 
demonstrations, more point-of-sale 
material and more support in mer- 
chandising in the form of helps in 
preparing new and attractive dishes. 
The good work being done by Bor- 
den, Pabst, Coca-Cola and others 
in this field was favorably com- 
mented on. 

Many restaurants are now active 
advertisers and are sufficiently pro- 
motion minded to be able to take 
full advantage of the cooperation 


Pee ae 


extended by advertisers, it was 
indicated. One restaurant chain 
reported an annual advertising 


budget of $81,000. 

Some comments on the efforts of 
the Institute of American Meat 
Packers to obtain restaurant cooper- 
ation in its current advertising cam- 
paign, by attaching “Eat More 
Meat” stickers to menus, indicated 
that some difficulty may be experi- 
enced in getting full support. 
taurant men seemed _ uncertain 
regarding the possible effect of the 
campaign in increasing meat prices, 
while others admitted that due to 


wide fluctuations in meat costs they | 


have been inclined to feature meat 
substitutes. 


Point to Idaho Potatoes 


One of the most successful pro- 
motions in which advertisers and 
restaurants have engaged, 


potatoes. 
plus featuring the product on 
menus, was reported by one oper- 
ator to have resulted in a sensa- 
tional increase in sales. 

It was urged that package con- 
tent be kept uniform. When pack- 
ers of canned goods, for example, 
change the net contents of a stand- 
ard package, the restaurant’s food 
costs are thrown out of line and 
new menus are required. 

An interesting fact developed in 
the discussions was that many large 
restaurants and chains now have 
test kitchens and laboratories, in 
which they are glad to try out new 
food products. Those which prove 
acceptable are at once added to 
menus. 


Bauerlein-Shaheen 


New Chicago Agency 
Bauerlein, Inc., New Orleans 


agency, has opened a Chicago office 
as Bauerlein-Shaheen, Inc. John 
M. Shaheen is in charge. 

The quarters are at 10 S. LaSalle 
street. 
State 4746. 


r “Photos That Breathe | 


Order our new 48 page Catalog 
. . approximately 1000 NEW 


- §TOCK PHOTOS 


Wide range of subjects available. 
Deposit of $5 necessary—but— 
this amount will be CREDITED 
against first purchase of $10, 


Biack Box Studios 


Established 10 years. 


6 East 57th St., New York, N.Y.— 


rum sponsored by C. A. Patterson, 


Res- | 


it was | 
reported, is that in behalf of Idaho | 
Point - of - sale material, | 


Stackpole in Army; 
‘Hood Moved Up 


| John R. Hood, advertising direc- 
tor of the Harrisburg Telegraph, has 
been named general manager of the 
paper in addition to his advertising 
|duties, Publisher Albert H. Stack- 
pole has announced. 

| Mr. Stackpole, who is a lieuten- 
}ant-colonel in the National Guard, 
|made the appointment so that Mr. 
Hood could take over management 
|of the paper while the publisher is 
on active duty. 


Schulkers in Ohio Post 


R. F. Schulkers, Cincinnati news- 
|paper and advertising promotion 
|man, author of the “Seckatary Haw- 
|kins’” books and newspaper articles, 
has been appointed secretary of the 
Ohio Development and Publicity 
Commission to succeed Arthur R. 
Weed, resigned. 


Glenn Hurt in Crash 


W. M. Glenn, editor and pub- 
|lisher of the Times, Orlando, Fla. 
| was injured in an automobile acci- 
|dent near Albany, Ga., Sept. 27. 


N. Y. Says Display 
Tax Policy Will 
Be ‘Reasonable’ 


New York, Oct. 10.—Despite the 
ifact that city officials here have 
|given informal assurance that no 
“unreasonable or picayune” con- 
struction would be placed on the 
application of the occupancy tax 
|\law to display material in retail 
establishments, national advertisers 
this week regarded the issue as still 
jhanging in midair... No specific 
‘clarification is due until late this 
|}month when the city treasurer is 
|expected to hand down an official 
|ruling on the subject. 

Since the new interpretation of 
the 1938 law was first brought to 
public attention (ADVERTISING AGE, 
Sept. 30), a growing volume of pro- 
test registered by many business 
interests has apparently caused city 
spokesmen to back down from their 
original position. Whereas the of- 
ficials at first expressed the opinion 


|that the tax would be considered 
|applicable to all types of interior 
and window diisplays, including 
streamers, banners, stickers and 
calendars, the latest word from the 
Municipal Building is 
“permanent” signs inside and out- 
side occupied premises would be 
taxed. 

Pointing out that the city is now 
making a survey of the situation 


and that the official policy will be | 


based on these findings, Mayor La- 
Guardia promised “an _ intelligent 
and reasonable policy.”” He added 
that the city treasurer’s opinion was 
due on or before Oct. 27. 


New York Auto 
Show Lengthened 
to Nine Days 


New York, Oct. 11.—With auto- 
mobile advertising schedules run- 
ning considerably ahead of last year 
and production schedules likewise 
above the 1939 level, the 41st annual 


that only | 


National Automobile Show opens 
jhere this weekend for the longest 
run in the industry’s history. The 
official opening of the 1941 selling 
season will continue for nine days. 

One of the notable features of the 
'show is the participation of Ford 
Motor Company for the first time. 
\In all about 200 cars and chassis 
will be on display. In addition to 
1/18 makes of passenger cars, eight 
makes of light commercial vehicles 
and delivery wagons will be ex- 
hibited. 

Despite the fact that automobile 
manufacturers are busily engaged 
in fulfilling contracts under the 
defense program, company execu- 
tives pointed out today that 1941 
schedules will be carried out as 
planned months ago. While the 
| manufacturers will produce millions 
of dollars worth of army and navy 
materials and aircraft, practically 
all of these orders will be handled 
}in new factories with new machin- 
ery, or in plants not used at present 
for current passenger car and truck 
production. 


| 
| 
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Writing Career He began his 82 Important Markets 


He began his business career by 

: of te eg Johnstone |selling Bibles during college vaca- 

‘ Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 
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| tions, and was so successful that he 

New York, Oct. 8.—Charles T. | became sales manager of the com- 
Johnstone, veteran copywriter and |pany upon graduation. He built 
director of the Redfield-Johnstone | this position into a $20,000 annual 


t 


agency here, died here today at the | salary, but quit to become an in- ensienin -_ ; 
age of 69. He had long been identi- | dustrial designer. Lt tt ime ] : | | | | | L | | | | | | | | | | 1 
fied with the advertising of pro- on WEEK 6Y WEEK VARIATION SHOWN HERE | | 
prietary medicines and cosmetics. | WILLIAM A. PATTON Tc RE RRS Ee eu i BRE aBaei “ 

In his early years he was a re-| Buffalo, N. Y., Oct. 8—William| | +2>>> >> rT ry TTT Tt 
porter for the Hartford Globe, and | A. Patton, 72, believed to have been | +15 =e | | } |_| ee } 
later became its advertising man- | the last surviving wood engraver in | +10} | ae \ ae 
ager. He was also advertising| Buffalo, died Oct. 7. Mr. Patton | \/ \ | | | | 
manager for the Menter chain of | came to Buffalo more than 50 years | err TTT T aK — —_ rt DA, e TTT TH 
clothing stores, and operated his j}ago, and opened an engraving and | al » < NL S 
own agency in Rochester, N. Y.,|drawing business in 60 Pearl street | -§ uae |_| | Pe me ne 
and Hartford, Conn. ‘where he continued his trade until | -wl ne |_| eeacees 

A prolific free lance copywriter, | retirement. Even after his retire- | | | 
he wrote copy for such products as | ment, Mr. Patton found that a de- | -1s T TTT TI | r TTTT1 SCO*#I 
Kruschen salts, Lady Esther creams | mand still existed for wood engrav- -2-—- Ee a8 T Beane 
and Barbara Gould cosmetics. He |ing and he continued to do work at ma i TT ReRmeseal 
has been connected with Redfield- /his home. Sea = . | | |_| L 
Johnstone since 1933. His son, Ed- | cunnineneetemens BESREZERS | |_| : 
mund F. Johnstone, is president of . | | 
the agency. ? ‘L. B. Sizer Returns As SE A | A Se a | ea oh a emcee Ny a a Se | 

— ‘Marshall Field Ad Head _ JANUARY FEBRUARY MARCH APRIL MAY  =§ JUNE = JULY == AUGUST ~—SEPTEMBER OCTOBER NOVEMBER DECEMBER 

George Switzer, | Lawrence B. Sizer, who did a | aa 


daily institutional column for Mar- 


" - ; - % Gain % Gain 
Designer and Art [hae retarmed to’the Fiend eget | 40-Week  40-Week —40-Week or Loss or Loss ” 
has returned to the Field organi-_ Period Period Period 1940 1940 Week Week % Gai 
. . zation as advertising manager, Ended Ended Ended over over Ended Ended or 
Director, Dies supervising a | Oct. 8, 1938 Oct. 7, 1939 Oct. 4, 1940 1938 1939 Oct. 7, 1939 Oct. 4, 1940 Loss 
staff of 60. : [RPO CR gisercracace ~~9, 085,759 7,468,326 7,275,122 20.0 —2.6 221,109 205,853 a] 
New York, Oct. 9.—George!| after several re Tc cestes 6,428,469 6,250,511 5,889,680 8.4 —65.8 190,072 158,622 —16. 
Switzer, internationally known in- | years in the l*Atlanta, Ga. ......... 11,724,502 13,334,692 11,711,686 0.1 —12.2 eiraee tape —7 
i ; isi alti , 367,9! 5,527,335 ‘ 5 + 3.3 3.1 if 522,855 —3 
dustrial designer whose work for | advertising de - | Baltimore, Md. ........ 16,307,990 yt eer ee : A B + +r te a oe i 
65 leadi adverti . we df partment of the Birmingham, Ala. sees 9,541,91 10, 97 ,797,7 13.2 +71 2,29 373, 2 
eading advertisers ranged from | nen —_ —_ es <a> ; 
iieial naan , ' ._._|Midland United | Boston, Mass. ......... 14,413,417 14,372,418 13,620,908 5.5 —6.2 559,243 483,068 —13.1 
designing sausage labels to Rolls- |) ny opera. | Bridgeport, Conn. .... 6,787,060 7.404.466 7,733,380 $13.9 +44 244,048 215,460 —11 
Royce automobile’ bodies, died tor Pot utilit ee ee 12,002,060 11,735,018 11,399,361 —5.0 -2.9 415,648 360,935 —13 
yesterday at Prattsville, N. Y. He . ti y oe Sa a eee 2,883,612 3,240,364 4,075,207 + 41.3 + 41.3 99,797 92,219 —7 
% prOperrvics Cedar Rapids, Ia...... 3,636,934 3,805,156 3,614,823 —0.6 5.0 97,958 92,848 5. 
: was 40 years old, and had been | throughout Indi- aT “a .7 SRR TTA TT EE TET 355-356 —xr745 a’ a: %) e's 5 
, ; convalescing at the home of a rela-|ana, Mr. Sizer emer nmentitage sushi 93'307 411 92'071 589 21'512,087 77 0 6 634.576 670.168 LE 
: ° . » 2. 8 A : ci » , @60e8 . #9,00%8, ee Vil oor #i,dba, Ve ‘ - oss ’ > ,s 
“i tive following a mastoid operation. — -_ ay | Cincinnati, O. ......... 11,551,923 11,756,088 12,509,542 +8.3 +6 360,923 381,752 + 5.8 
7 A former art director of Erwin, | Sta oO . . Clavetend, Oc icccacses 11,271,150 13,458,712 13,981,644 + 24.0 + 3.9 388,657 409,108 +5 
.. Wasey & Co., Chicago, and a for- Ayer & Son. [Comb Saas: 9,291,489 10,031,412 10,005,783 +7.7 0.3 «308,523 267,405 = 13 
- mer free lance designer for Young | ter being with ; | Dallas, Tex. .......... 15,606,678 15,702,912 15,266,180 53 28 422,783 416,241 —14 
aaa” : Marshall Field & L. B. Sizer Davenport, Ia. ....... 7,154,395 7,077,372 7,146,048 0.1 $1.0 234,934 192,150 18. 
# & Rubicam here, he had operated |/Co. for nearly a \@agtes, G .--..0...., 9,624,534 10,425,848 10,625,794 $10.4 9 +19 305,788 306,632 = +0 
his own design and consulting busi- | year Mr. Sizer returned to the Ayer | Denver, Colo. .......+: 6,521,552 6,884,257 6,506,367 0.2 5.5 206,014 222,872 + 8.2 
s : ye : P ss . 8 . 6 _ ane - — as « f 5° q rf 
ness in New York since 1929. In|organization to participate in the | Des Moines, Ia......... 4,861,625 =» 4,850,303 (5,047,928 + 3.8 4.2 151,524 135,441 If 
1937 he received two first awards |management of the agency’s radio | Detroit, Mich. ........ 13,356,188 15,120,503 15,842,723 + 18.6 + 4.8 $16,386 aemee Py 
among 12,000 entrants in the All- |division with headquarters in New| El Paso, Tex........... 7,587,246 7,952,949 yt tyr t r+ +28 pty ye Leo : 
- ; are York. Erie, Pa. iciesseces Geen 7,257,320 7,063,112 + 4.7 2.7 209,622 saesue 4 
America Package Competition. Evansville, lad. ...... 9,154,768 8,923,458 9,280,549 +14 + 4.0 eo ae ans — 
Fall River, Mass...... 2,366,604 2,605,763 2,631,668 +11.2 + 10.0 5 6 -25 : 
. . otamene ess. bo Xe seprenuemanneetal : ee ’ _—_——m_— + & yi : 
j Circulation Men to Meet Flint, Mich. .......... 5,370,876 6,176,246 6,788,726 + 26.4 + 9.9 oeenee +p My 
4 * * * - W. C. Dowd, Jr., president and | Fert Wayne, Ind...... 8,095,381 8,081,440 8,328,895 8.9 +3. 107384 107.172 "02 
7 Ry IB nc naieant ns, B s a” Rr are 4,223,067 4,507,727 4,847,768 +14.8 +7.5 7,3! 7,172 0.2 
NEW ty AV t N general manager of the News, Char- | (71,4 Rapids, Mich.... 6,817,460 6,602,480 6,885,550 +1.0 +4.3 211,736 200,788 ~5.2 | 
z a N. — will or of - nef Greenville, S. C........ 4,941,666 5,064,425 5,654,771 +14.4 +11.7 169,953 212,716 = + 25.2 
a ° cipal speakers at e annual meet- Sous il Wile) al cia a LY ceo 88] 388 398,790 + 4.6 
ae ; rs - “ . uston, Tex. ..... .- 12,615,338 13,214,582 14,392,796 +14.1 8.$ . , “— 
7. A Proven Test City ing of the Mid-Atlantic Circulation | piintington, W. Va... 5.453.853 6009/207 6341.389 +163 155 176.169 205,569 +-16.7 
oe Managers’ Association at Charlotte | [ndianapolis, Ind. .... 12,029,152 12,626,780 13,605,405 +13.0 + 7.8 442,568 466,718 +5.5 
i 3 4 2 0 0 Oct. 20-22. Jacksonville, Fla. .... 6,495,394 6,998,348 7,358,064 + 13.3 + 5.1 200,858 oveoe Hr ; 
Pee 7 -———_———_. Jersey City, N. J...... 1,561,778 1,598,103 1,630,054 +4.4 + 2.0 47,458 47,861 + 
4 POPULATION MARKET Furniture to Mogul Kansas City, Kan... ~ 2,080,470 2,030,896 ~ 2,304,883 +10.8 + 13.5 Banos: elt tee ’ a 
: , Knoxville, Tenn. ..... 7,647,051 8,121,167 8,065,750 + 5.5 0.7 202, 222,19 +9.6 
97.5% City Coverage Miller Furniture Company, New | Little Rock, Ark...... 7,096,868 7,013,189 7,351,876 +3.6 +4.8 204,568 209,030 yr 
82% Total Coverage York, has appointed Emil Mogul| tos Angeles, Cal...... 17,823,765 18,884,509 18,505,051 + 3.8 2.0 retyt pid phn aed 
Y ‘ Ww ‘ its suisville, Ky 0,623,046 10,943,353 11,186,739 +5.3 + 2.2 336,807 9,06 ree 
Send for Market Brochure |Company, New York, to handle its | Louisville, Ky. ....... 10,623,04¢ 10,943,35 1,186,7 ..-  . - : 
“Register City” account. Newspapers radio and|/{ynn, Mass. ...... ... 6,030,416 6,373,852 6,891,826 + 14.3 + 8.1 196,014 187,712 2 
New Haven Re ister direct mail will be used in a cam-| Manchester, N. H...... 2,773,035 3,503,883 3,325,479 419.9 5.1 87,470 82,124 6.1 
8 paign Memphis, Tenn. ...... 8,602,510 9,160,382 9,909,522 + 15.2 + 8.2 300,734 $37,418 r 5.4 
SEW GAVEN, CONS. Miami, Fla. .......... 9,822,302 9,824,669 10,662,913 $8.6 +8.5 178,507 209,538 +174 
Milwaukee, Wis. ...... 11,345,080 10,771,722 11,705,625 +3.2 +8.7 === 321,199 269,706 16.9 
STENT, CIRCULATION, ETC, REQUIRED BY | ‘Minneapolis, Minn. ... 10,199,001 10,472,782 9,428,462 7.6 10.0 seater “eee 22.3 
THE ACTS OF CONGRESS OF AUGUST 2%, |sNassau County, L. L.. 1,849,806 2,024,149 1,836,927 07 -9.3 38,32 91, + 33.3 
1912, AND MARCH 3, 1933. tes sy ‘ a. 0”tltC( © e097 e¢ °@ A . 4,43 71.635 $8,448 + 37.4 
Advertising Age, published weekly at Chicago, I!., | New Bedford, Mass..... yt patie aan aie or hea Bt yoo 208.642 1.1 
for Oct. 1, 1940 New Haven, Conn..... 6,885,99 7,008,05 7,818,52 eeg . yer y ef Bete Lf 
County ot Cook} * New Orleans, La....... 14,315,890 14,813,326 15,284,864 +6.8 +3.2 443,996 437,578 1.5 
Before , otary public in and for the State and vee Wl anale a. ae "Fa 49) 248 “44 90% 290 43,5 3,683 - —2.0 —1.5 1,461,535 1,360,919 6.9 
county ‘stoseneld. peosenalle appeared 8S. BR. Bernstein, New York, N x hig one ae #9,251,588 44,205,529 <3 a 436 —29.3 a 88.758 71.576 19.4 
who, having been duly sworn according to law, deposes | Brooklyn, N. Y........ 3,759,748 2,989,366 2, . t 6 ae a 216693 234 500 vy 
nd says that he is the editor of the Advertising Age | Nor | BS ne 7,086,870 7,245,784 7,798,476 } + 7.6 216,692 204,5 ? - 
and that the following is, t0 the best of his knowledge | Sakina’ a 5,611,549 6,061,957 6,711,916 $19.6 +10.7 214,72 203,504 2 
and belief, a true statement of the ownership, manage- | OAKland, Cal. ......... %, 079 pated spt gt = , tye ees 167.314 1 
ment (and if a daily paper, the circulation), ete, of |°Oklahoma City, Okla... 9,053,134 6,871,312 6,057,820 33.1 11.8 184,086 67,< 
the aforesaid blicati for th Jate shown in the - ——— . warty San oe ,e ae 7 
above caption, required by the Act of August 24, 1912. |Omaha, Neb. .......... 4,582,429 4,425,793 7,537,924 Lo +25 126,280 135,562 4 
as amended by te, aa of orm 3. eae | J ea eee 7,788,296 8,225,172 8,973,771 + 15.2 + 9.1 264,047 247,: oe a 
section | aT osta J aaws and Regulations, printed on Philadelphia, Pa. ..... 20,016,975 20,764,211 21,736,996 + 8.6 + 4.7 680,521 745,826 + 9.6 
the r rse of this form, to wit *" e = . I 48 Ee 
1. That the names and addresses of the publisher, | Phoenix, Ariz. ........ 5,801,014 5,577,264 6,136,830 + 5.8 + 10.0 147,868 165,158 ; 
saeublisher GD Onin wr. Chicago | Pittsburgh, Pa. ....... 16,479,176 15,310,358 15,952,902 3.2 + 4.2 529,928 498,274 
Editor, S. BR. Bernstein, Chicago, Portland, Ore sess 9,024,938 9,651,273 8,650,386 4.7 10.4 247,394 283,080 + 144 
==. Reading, Pa. . 2. 7,199,255 7,574,455 8,136,014 $13.0 + 7.4 225,414 260,586 : 
2. That the owner is: (If owned by a corporation, . ; 9 237,396 9,727, 9,825,998 64 1.0 264,72 267,036 0.9 
its name end address mest be ‘stated and also immedi Ri amend, . + _ y why : 11 431 987 11 599 439 +4 6 + 1.5 332 950 307,518 1.6 
ately thereunder the names and addresses of stockhold Rochester, N Bev kun 11,( 85,242 by851,55% > igo yy ’ ay rts ~p "er 2 11 
ers quning or petting one per cent or me = Rockford, Ill. epee 5,878,327 5,101,494 6,503,994 + 10.6 2.4 197,008 194,852 = 
amount of stor not owner yy a corporation, he — —_—_—— a > ae - 5 a* 5o1e.,~C~C~C~C~O ® ¢ 8 — 
AITHORN service is | names and addresses of the individual owners must be | Rock Island, Moline.. 6,383,874 6,330,842 6,420,934 0.6 1.4 197,246 183,940 
given. If owned by a firm, company. or other unin- | Sacramento, Cal. ..... 6,078,315 6,284,698 6,223,059 + 2.4 1.0 164,934 202,622 
: | corporated concern, its name and address, as well as | ~“ . y jo "ata i - no . ae ee 20 0 4.7 146.855 153.617 i 
complete — Ad-Setting, | those of each individual member, must be given.) ; San Antonio, Tex... 4,816,810 5,504,755 5,764,132 + + . ‘ “rr my th 
= j er ‘ Advertist Publications, Inc., 100 E. Ohio St., | 5g, Oo es 9,724,366 9,896,675 8,294,902 - 7 6.2 289,142 224,742 - 
é Engraving and Printing. You Chicago, Il G. D. Crain, 3r.,'S. RB. Bernstein, B | Pen Die go, ' - “y+ : ++ 99 R98 ‘ e°@ . er ane enn 940 99 9 
e S . K. Hamlin, 0. L, Bruns, Murray E. Crain, Gertrude | Seattle, Wash 7,033,395 8,671,572 9,013,240 + 28.1 3.9 £65,326 609,69 
-" can use one or all as required, ee a Da Wee tok vraln. Cilenge: Ken- | Bouth Bend, ind 5,364,782 4,021,356 4,076,849 24.0 +14 120,372 135,042 2.8 
io = © known bondholders, mortgs and | Spokane yas 5,061,696 5,079,872 945,462 2.3 2.7 143,402 128,128 i 
but all are here ready to serve | other security holders. owning ‘or holding ter cent | st. ‘ewie —o fee ian 13996181 13,636195 13906 725 +3.8 + 2.0 398,505 427,745 7.3 
ke : ou. Experience proves that Sutin wart tes uti: et. Pasi, Minn......... €500,068 8,257,221 8,106,001 5.7 1.8 259,272 214,254 ‘ 
; y P Pp are: (If there a tate.) ; 5554 81 > 4276 10.938 0.0 
— None Syracuse, N. , ; 5,539,795 5,410,965 5,554,819 + 0.3 2 234,276 210,93 
there is often a discinct advan- | 4. That the two paragraphs next above, giving the Syracuse, N y ) 795 — . ~ . . : + we : 
, ; names of the owners, stockholders, and security hold Tacoma, Wash 4,584,104 4,821,076 5,028,950 +97 +4.3 154,784 150,528 nape 
tage in having your typography — [| or; eurity holiers as they appear upon the eos or | T2mpa, Fla : 4,508,592 5,056,002 5,891,972 + 30.7 16.5 135,296 168,343 ca 
. - > ay | the company but also, 1 cases wt tb tockholde Toronto, Ont., Can ee 13,130,002 12,300,349 11,403,822 13.2 Cont 347,414 366,213 
done where you can get engrav- er cosurtty hel fer appears upon the becks of the com- Troy, N. Y.... oe. 8,074,230 3.329.876 3,242,568 +5.5 2.6 99,750 97,006 5 
ings and press proofs in any ee, ot ee Geeeen cease ee ee | Tales, Okla. ....... . 6,929,668 6,850,278 7,217,972 + 4.2 + 5.4 201,110 193,508 3.8 
8 P i t i Iso that th id t ragrapt 4.1 
, | ts acting. is given; also that the said two paragraphs | \j\72 5 rto : 26,093,736 25,555,730 25,996,118 -0.4 +1.7 852,048 887,002 : 
° bash 7820. contain statements emb ww aMfant’s full knowledge | ““@2Shington, D. C..... 26,093,73¢ 25,555,73¢ », . ( 2, ; s 
2 quantity. Phone Waba | snd belief as to the circumstances and conditions un- | Youngstown, O. ....... 5,511,525 5,816,283 6,344,522 $15.1 +9.1 202,951 208,194 2.6 
= jer which stockholders and security holders who do | einige ons — - —— _—— _ a _ — = —_ 
i. A | not appea von the boaks of the company as trustees 960 aes 08 ese oO es er _ ~% en - ee ae oe ee £a¢ 
7 hn ld a 4 x and cosmsttlas in a capac ity other than that BOGE sivertncaneaes 728,374,260 443,290,505 754,796,655 + 3.6 1.5 22,824,079 2,990,556 - 
. . of a bona fide owner; and this aMant has no reason to 1 Akron Times-Press discontinued Aug. 28, 1938. _ 6 Atlanta Georgian and Sunday American ceased )u>- 
Faithorn Corporation tion has any interest Director indirect’ tm the'eata | 2 Chicago Herald & Exam. discontinued Aug. 28, 1939 lication Dec. 17, 1939. 
504 Sherman Street, Chicago, Illinois seat bonds, or other securities than as so stated by 3 Oklahoma News discontinued Feb. 24, 1939. 7 Minneapolis Star and Journal merged Aug. ! ‘ p 
_ S. R. Bernstein 4 News-Times discontinued Dec. 28, 1938. S Newsday, new publication, launched Sept 
A Complete Day and Night Service for Editor 5 San Diego Sun suspended publication Nov. 25, 1939 
Advertisers and Advertising Agencies | Sworn to and subscribed before me this 26th day of 
| Sept. 1940, ee? 
; (Seal) Ellen K. Hamlin 
wn “iM commission expires May, 1943.) on . . ANP . . 
Rice Joins Mathes A Bureau to Meet Names Creative Service 
ae Charles W. Rice, Jr., formerly The regular fall meeting of the} American Salesmen Associ«'!!0® 
> TORONTO with Batten, Barton, Durstine & committee in charge of the Bureau /|St. Louis, has appointed Crea'v® 
: MONTREAL “ ; ; | ipp ct 
WinniPtG J Osborn, Pittsburgh, has joined the of Advertising of the American | Advertising Service Company © >* |=. 
7 sity ¢ Newspaper Publishers Association | Louis as its agency. Direct ™4" 
LONDON Ee publicity department of J. M.)| Newspap shers ssocié is as its agency. 
J. J. GIBBONS LIMITED - ADVERTISING AGENTS + Mathes, Inc., New York. will be held Oct. 16 in Chicago. will be used. 
nd 
2 
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ADVERTISING AGE 


ABC to Discuss 
Visualization Plan 
for Newspapers 


(Continued from Page 1) 


ing schedules much simpler for 
advertisers and advertising agencies 
and will result in the use of in- 
creased advertising space in news- 
papers. 

“Moreover, it does not fix arbi- 
trarily any area for any community 

that is, for any newspaper; it will 


“Help Wanted,” “Positions 


Cdvertisi 
Market Place 


The rates for this department are as follows: 
i Wanted,” 


“Representatives Wanted,” and 


enable publishers to show adver- 
tisers and agencies without addi- 
tional effort or expense the relation 
between their circulation in a county 
and the number of families as 
shown by the census. At the pres- 
ent time most large advertisers and 
agencies go to considerable expense 
and effort to work out these figures 


Do you need a capable 
Here is an opportunity for you to ob- 
tain the services of a hard-working 
young man, who has had 8 years’ ex- 
perience in advertising, with 
tionally known manufacturer. Knows 
advertising production, all its phases. 
Box 3152, ADVERTISING AGE, Chgo. 


WRITER, now completing significant 


a} rj j j public relations assignment, seeks 
showing the relationship between a permanent Chicago opening. Ten| 
newspaper’s circulation and the| years’ successful experience, princi- 


number of families in each county. 
The cost of doing this can be borne 
by large advertisers and agencies 
but not by smaller ones. Anything 
that makes the use of newspapers 
as an advertising medium easier, 

more accurate and uniform will in- — ea 5 ane + 
crease the use of newspaper adver- | ee ae Setdien ; 


tising.” 
ADVERTISING 
ja SALES 


pally radio and publicity. 
Box 3153, ADVERTISING AGE, Chgo. 


Editor—Long and valuable trade pa- 
per and magazine experience; out- 
standing record for developing reader 
interest and making money; prolific 
in ideas; strong in initiative; fluent, 
versatile, convincing writer, Em- 


MANAGER? 
PROMOTION MANAGER? 


Committee on Plan ie 
The committee which drew up 


the plan consisted of B. C. Duffy, |" seasoned COPY WRITER?’ 
Batten, Barton, Durstine & Osborn, | 
chairman; D. D. Richards, Sears, | 
Roebuck & Co.; Stuart Peabody, | 
The Borden Company; Eben Grif- 
fiths, Socony-Vacuum Oil Company; 
and James O. Carson, H. J. Heinz 


Company. 


Talk With This Man 


As a copywriter he has developed and 
written national campaigns. He 
knows radio and commercial writing. 
His direct mail broadsides and letters 
|} get results. AS an agency account 
|} executive he has performed 
|function of advertising 
As sales promotion manager he has 
| revised each promotional operation in 
a complicated manufacturing project 
FARM PUBLISHERS, to new heights of sales effectiveness. 
He wishes now to pool these experi- 
NEWSPAPERMEN MEET |ences and abilities permanently where 
"hj there's a big job to be done, 
Chicago, Oct. 10.—The News- real people. He asks for an oppor- 
paper Advertising Executives Asso- |tunity to talk with you about him- 
ciation will have the honor of | 
inaugurating ABC Week in Chi- 


self and your problems. Address re- 
cago, since it convenes at the Black- 


every 
management. 


assistant? | pharmaceutical 


a na-| 


among | 


Box 3158, ADVERTISING AGE, Chgo. 


“Representatives Available,” 30 cents a line, minimum charge $1. Terms 
cash with order. ; ; ws ; 
All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 
$4.75 per inch. 
POSITIONS WANTED POSITIONS WANTED 
‘ATTENTION ADVERTISING UNIQUE COMBINATION 
MANAGERS! Physician with advertising agency, 


house, wide publicity 
experience; national scientific and edi- 
torial contacts; popular writing suc- 
cesses; broad research, clinical back- 
gxround. Available part, full time or 
jon fee basis. ALL in one man! 

Box 3156, ADVERTISING AGE, N. Y 


HELP WANTED 


SALESMEN WANTED 


Large, old established Chicago Litho- 
graphing and Printing House has 
opening for two creative salesmen 
who really can sell. Want only men 
capable of earning $5,000 a 


only by their ability. Drawing ac- 
count to men who can deliver. If this 
fits YOU, write promptly and fully, 
stating past connections and annual 


volume sold. (Our own salesmen 
know of this ad.) Address 
Box 3155, ADVERTISING AGE, Chgo 


REPRESENTATIV ES AVAILABLE 
PUBLISHER'S REPRESENTATIVE— 


experienced advertising space sales 
man, Wide acquaintance, N.Y.C. Of- 
fice wants KBastern representation of 


leading publication, commission basis 


Box 3148, ADVERTISING AGE, N. Y 
POST CARDS 
“PHOTO” POST CARDS 


Newest, most economical 
displaying any product 
prices on request. 
Hamilton, Ohio. 


~ ss MESCELLANEOUS 


method of 
Samples and 
Graphic Arts, 


Chicago agency will rent studio to a. 


good, all-around commercial artist at 
reasonable rental and assure him a 
| billing of $2,000 to $5,000 per year 
Artist must be fast and versatile on 
rough layouts as well as finished 
|work. Our staff knows of this ad 
|} Box 3154, ADVERTISING AGE, Chgo 


ply to 
stone Hotel Monday morning for a 


addresses are scheduled, the meet- 


ings of the NAEA are outstanding 
because of the spontaneous ideas 
\which they frequently develop. 
The members of the Inland Daily 
Press Association will swell the 
throng of publishers Tuesday when 


A Complete 
the organization opens a two-day 


meeting at the Sherman Hotel. The 


feature will be a report on the 15- 
bad | point program developed by a com- 
mittee which has held frequent 
conferences with advertising agency 
representatives. The object is to 
make newspapers easier to use. 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


Dinner Is Final Feature 


The Agricultural Publishers Asso- 
ciation will convene for a one-day 
|meeting Wednesday, after which 
e the various organizations will aban- 


ILLINOIS LETTER SERVICE 


| porarily to get a broad picture of 
the situation through the meeting 
216 Institute Place 
Chicago, Illinois 


of the ABC itself. 
Delaware 3244 


| The final feature of ABC Week 
will be the Gridiron Dinner at the 
Stevens Hotel Friday night. At- 
tendance is by invitation, the dinner 
and razzing selling in a combination 


package for $10. 


| 
two-day session. While some formal 


Merchants’ Edition 
for “Comic Weekly” 


A special monthly edition of 
Puck—The Comic Weekly has been 
launched for distribution to 80,000 
grocers, including chain _ units, 
supermarkets, voluntaries and inde- 
pendents. The 16-page issue fea- 
tures food and grocery products 
advertised in the magazine each 
month. 

Announcement of the first issue 
of the merchants’ edition was 
accompanied by details of a display 
contest in which prizes will be 
awarded for snapshots of the most 
effective displays set up by retail- 
ers. 


NBC Shifts Vernon 


National Broadcasting Company 
has transferred Gerald A. Vernon 
from the New York research de- 
partment to sales promotion § in 
Chicago. 


Du Bois to Roberts 


Howard H. Du Bois has joined the 
staff of S. E. Roberts, Inc., Philadel- 
phia agency, which has just been 
appointed by Fels & Co., soap manu- 


facturer. 


year or| 
more to start; future earnings limited | 


M-Day Means Vast 
Merchandising 
Changes: Cherne 


(Continued from Page 1) 


,due to the drain on employes in 
| this field, Mr. Cherne asserted. Dur- 
jing the World War, he recalled, of 
| all the employes who applied for 
|deferment on the ground of essen- 
tiality in civilian enterprise, “the 
|distributive business, with the ex- 
jception of transportation, was 
granted the lowest number of defer- 
ments. Eighty-five and two-tenths 
per cent of the men employed in 
distribution who applied for occupa- 
tional deferment had their claims 
denied, while a mere 14.8 per cent 
were granted. Compare this with 
the 70 per cent deferred in the ship- 
building industry, and 62 per cent 
in chemical industries.” 

Turning to the aftermath of M- 
Day, Mr. Cherne declared: “To a 
very large extent our normal dis- 
\tribution system, market mech- 
anism, trade associations and rela- 
}tionships will be fundamentally 
affected. If anything, the machin- 
ery will be strengthened because of 
its importance to the full utilization 
of the nation’s economic resources 
during war. The trade association 
will not be merely the voluntary as- 
sociation of private executives, as it 
is now—it will constitute the liaison 
officers between the government 
and industry. 


Will Be Limited 


“The market mechanism will still 
move according to the existing sup- 
ply and the existing demand but it 
will move within prescribed limits. 
It will not be susceptible to prof- 
iteering, to severe fluctuations, to an 
exhausting speculation. That por- 


j}tion of distribution which has its 
|base and incentive in price will 
|function with a new incentive—the 
needs of the government or the 


civilian population. For the control 
of prices, as we have indicated, is 
perhaps the keystone on which the 
entire industrial mobilization effort 
must rest. 


ercised because of its effects 
other problems. Intervention when 
it does occur, and control when it is 
exercised, will be the product of 
| shortages, of bottlenecks, of difficul- 
jties. Price control will be used to 
‘eben these.” 


Pooler Joins Wheelock 
Charles A. Pooler, for the 
lten years with Lever Bros. Com- 
|pany, Cambridge, Mass., has been 
appointed director of research of 
Ward Wheelock Company, New 
York. 


past 


Joins Radio Sales 


Arthur H. Sherin, Jr., formerly 
with Pedlar & Ryan, New York, has 
joined the sales staff of Interna- 
tional Radio Sales, New York. 


'Steep-A-Lax to Hays 

Steep-A-Lax Company, Burling- 
| ton, Vt., has appointed Hays Adver- 
tising Agency, Burlington, to handle 
its account. Newspapers will 
used. 


“The control of prices will be ex- | 
| 
on | 


be | 


| Coca-Cola Wins 
Glick Suit As 


Nehi Case Pauses 


Del., Oct. 10. — 
Shortly after adjournment of the 
Coca-Cola Company’s injunction 
proceedings here against the Nehi 
Corporation until Oct. 18, word was 
received from Cleveland that Judge 
Robert N. Wilkin of the U. S. Dis- 
trict Court had granted the Coca- 
Cola Company a permanent injunc- 
tion restraining Max Glick, candy 
maker, from using any part of the 
Coca-Cola name on a chocolate bar 
or other food product. The Max 
Glick Company was ordered to de- 
liver for destruction all containers, 
labels and advertising material 
bearing matter declared to be an in- 
fringement. 

The Nehi Corporation will open 
|its arguments in the infringement 
| hearing here Oct. 21. Meanwhile the 
principal witness at the closing of 
the first part of the Nehi hearing 
was William A. Landers, assistant 
secretary of the Coca-Cola Com- 
pany who has been connected with 
the company since 1910. Under the 
examination Mr. Landers testified 
that Coca-Cola has filed 958 suits in 
the last 30 years for trademark in- 
fringement and unfair competition 

Hugh M. Morris, chief counsel for 
Coca-Cola, entered 200 final decrees 
rendered by courts throughout the 
country wherein the complainant 
company succeeded in protecting its 
trademark against infringement and 
unfair practices. 


Wilmington, 


Neal Quits at Macon 

Roy I. Neal, advertising manager 
of the Telegraph and Evening News, 
Macon, Ga., has resigned. 


TEAR OFF AND 
ATTACH TO LETTERHEAD 


| Ever Ready LABEL Corporation 
141A EAST 25th STREET, NEW YORK CITY. NY 
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HAIRE BUSINESS PUBLICATIONS 


DWAY + NEW YORK, N.Y. 


specialists in retail merchandising trade papers 
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Plan Liquor Group 

The Pennsylvania Counties Retail 
Liquor Dealers’ Association is spon- 
soring a national association of on- 
premise retail liquor dealers with 


John P. Crane, legal and legislative | 


chairman of the Pennsylvania asso- 
ciation and president of the Phila- 
delphia Retail Liquor Dealers’ 
organization, as chairman of a com- 
mittee to contact other state liquor 
dealers’ associations. 


Begins Columbus Drive 


Planters Nut & Chocolate Com- 
pany, Wilkes Barre, Pa., has inau- 
gurated a campaign for its cocktail 
peanuts in Columbus, O. Spot 
announcements and Sunday comic 
sections are being used through J. 
Walter Thompson Company, New 
York. 


‘Mueller to Met-L-Top 


Lloyd Mueller, formerly sales 
manager and national contact rep- 
resentative of Cream City Outdoor 
| Advertising Company, Milwaukee, 
has been made sales manager of 
Met-L-Top Tables, Milwaukee, 
maker of metal ironing tables. 


Red Star to Frankel-Rose 


Red Star Publishing Company, 
Chicago, mail order books, novelties 
and curios, has appointed Frankel- 
Rose Company, Chicago, to handle 
its advertising. 


Alwyn Appoints Waters 

Alwyn Case Company, Provi- 
dence, R. I., has appointed Norman 
D. Waters & Associates, New York, 
to handle advertising of its com- 
pacts and cigaret cases. 


Birth of Fashion 
ls Analyzed by 


Editor of ‘Vogue’ 


Boston, Oct. 8.—Whether France 
will regain her former proud posi- 
tion as creator of fashions for most 
of the women of the world, and if 
not, who will succeed her, was dis- 
cussed by Edna Woolman Chase, 
editor-in-chief of Vogue, today 
before the Boston Conference on 
Distribution. Fashion also provided 
the subject of addresses by Mme. 
Elsa Schiaparelli, now with Jordan 


Marsh Company; Abbott Kimball, 
president, Abbott Kimball Com- 
pany, New York agency; and Eliza- 
beth Arden, pre-eminent in the 
beauty field. 

Mrs. Chase drew a clear distinc- 
tion between the design and promo- 
tion of fashion and mere garment 
manufacture. She also made her 
male audience wince with the sug- 
gestion that men could contribute 
mightily to America’s development 
as the creator of fashions by observ- 
ing the niceties in dress. It would 
help, she said, if men of this coun- 
try were to adopt the English habit 
of “dressing” for dinner, instead of 
protesting bitterly every time they 
are called on to change from the 
old business suit. 

“T hope that no one here believes 


BUT DARLING 


| WHO'LL SEE 
T IN SUCH AN 
ODD SPOT? 


Carve your advertising message on 
the really VITAL SPOTS 


ET areal audience for your 


message —and you'll 
results! And here's proof! 


get for the sponsor! 


Typical of what the 17 NBC 


Pittsburgh. Result? New profits 


An NBC spot sponsor recent- 
ly made a one-time offer over 
KDKA in Pittsburgh. Quick as 
a wink he received 12,554 re- 
sponses, from 1152 cities, in 
164 counties, in 11 states! 70% 
of the mail came from 468 
towns within a 50-mile radius of 


vital spots can do for you is this 
performance. That's why these 
spots have been used more, by 
more advertisers, this year than 
ever before. Offering you a 
ready-made audience that 
spends money, they're com- 
pletely represented by NBC. 


Effective September 1, WOWO and WGL, Ft. Wayne, 
Indiana, became NBC represented stations 


NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 
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that France can forever forfeit her 
long heritage of freedom and that 
she will not some day again take 
her place in art and industry,” said 
Mrs. Chase. “Even now, a group of 
the couture is back in Paris and 
they made small collections in Sep- 
|tember. These collections must be 
considered as evidence of courag: 
rather than of commercial signifi- 
cance. But whether any of these 
actual models reach America or not 
their influence will not be altogethe 
ignored.” 

Mrs. Chase said that Frenc) 
fashion supremacy was based on 
exquisite appreciation of fine fab 
rics, beautiful workmanship an: 
elegance of line. Every designe« 
and near-designer has enjoyed th: 
advantage of the great French co! 
lections and they have copied and 
modified with enthusiasm. Bu 
the deep and inexhaustible Pari 
fashion pool has stagnated, an 
designers are finding that creation 
of the original is much more diffi- 
cult than mere refinement—par 
ticularly, Mrs. Chase pointed out 
since the designs must be accepte: 
and worn by the wealthy befor: 
they become authoritative. 

Mrs. Chase made a short defens: 
of the cosmopolitan ladies who lend 
this authority. Most of these exiles 
are back at home, dependent upon 
American, especially New York, in- 
genuity. 

“The fashion industry owes a debt 
of gratitude to these ladies,” said 
Mrs. Chase. “Don’t let any one tell 
you that they are merely frivolous: 
and rich. It takes a great deal more 
than mere money to make a really 
well-dressed woman. It require: 
time, taste and knowledge.” 


Gifts of Designer 


Mme. Schiaparelli said that acci- 
dent and chance are allies of the 
fashion designer, who, however, 
must have both innate ability and 
the flair for divining impending 
events, which must be reflected in 
styles. Miss Arden said that she 
sells, not make-up, but harmony. 

Mr. Kimball said this country’s 
heightened interest in fashion will 
leave its mark on merchandising 
plans. 

“Smart packaging and advertising 
will become more potent selling 
factors in the future than ever 
before,” he predicted. “The rise of 
self-service stores will expedite this 
trend, as will the advent of a gen- 
eration trained to depend on quick 
impressions. A fashion slant may 
often be discovered in the most pro- 
saic business. Business men should 
take time out to review the appear- 
jance of their factories, showrooms, 
| shops, trucks, letterheads, labels, 
trademarks and packages, with a 
capable designer close at hand to 
|make suggestions.” 


Premium Expert 
Joins Kastor 

Ralph Watts has joined H. W. 
Kastor & Sons Advertising Com- 
pany, Chicago, in charge of pre- 
mium operations. 

Mr. Watts came from Procter & 
Gamble Company, where he spe- 
cialized in premiums. 


3000 
Inquiries 
Per 

Issue 


L S & D pulls an average of murt 


than 3,000 inquiries per month! Proo' 
the effectiveness of its vitally alive editori#! 
policy —and its unique circulation plan te 


important outlets only ! Remember—the o '«! 


controls brand «selection on 68°) of 
sumer liquor purchases! You need LS & D! 
Conover-Mast Corp., 205 East 42nd St, ‘°" 


York City; 333 North Michigan Ave., Chi 


A CONOVER-MAST PUBLICATION 


i LIQUOR STORE 
1& DISPENSE 


Largest Lineage In The Liquor Field 
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PHOTOGRAPHIC REVIEW Get BEAUTIFUL @% 
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Silk Stocking Club ...Today! 


‘egw Comes Sswragias ..a New Technique in Glass Making 
SS, giving greater strength and longer life to beverage bottles 
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Thiamin Is Needed By Everybody Every 
Day to Help Turn Food Into Energy 


Abies OWENS-ILLINOIS GLASS 4, 


a a . . . Ot. Gen aetes it tee Guabe 
Full-color spread which Owens-lllinois Glass Company is using to introduce its Certificate awarded chewers of Goudey 
new Duraglas beverage bottles to consumers. This insertion is in Collier's. gum under an interesting new merchan- 
Duraglas, a product of Owens-lllinois research, is credited with considerable dising plan developed for the company 
more durability than ordinary glass. by Forbes Lithograph Company. 
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QUAKER OATS 42 


AMERICA ER POPULAR YEAR ROUND entanrasT 


MAY HAVE MUCH INFLUENCE ON FORTHCOMING FASHIONS 
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Silk stockings for a quarter and a box-top from a Quaker Oats package is the 
big news in this full-color advertisement appearing in The American Weekly 
Oct. 13. Ruthrauff & Ryan, Chicago, is the agency. 


NEW LINE HERALDS 175TH BIRTHDAY 
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These winners in the Chicago Tribune contest for American fashion designers may give some clue to the type of garment 
which American artists may develop to replace the Parisian fashions which are likely to be off the market for a considerable 
time to come. 


om- This new line of chocolate confections has just been introduced by the 175-year- 


ADVERTISING GETS A LIFT IN LEGION PARADE a 
Ae ) WILL PUSH GAS REFRIGERATION 
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Crosscup-Pishon Post 281 won acclaim for this float in the American Legion parade, feature of the national convention at 
Boston. John Donnelly & Sons was the author. 


Covers of portfolios describing the selling campaign worked out by the A. G. A. 
refrigeration committee to aid the sale of gas refrigerators in 1941. 
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| If you are interested in selling your 
4 products to a market that buys luxury 
goods as well as necessities, follow the 
lead of the 248 fur retailers who adver- 

tise in The Christian Science Monitor. 

These advertisers include many of the 

country’s leading furriers— merchants 


= experienced in selling luxury merchan- 

dise. A few of their names are shown 
er above. Their regular use of Monitor 
wt advertising is evidence of the Monitor's 


ence of preferred customers. 


In addition, 785 department stores 
and 1594 women’s apparel stores (most 
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DULUTH 


Richard Healy Co. Aguile AUMAN & WERKMEISTER 


value in reaching a responsive audi- 


Britain L 


2 ] S retail furrie 


rs direct you to 
a responsive audience of preferred customers 


of them fur outlets) advertise in The 
Christian Science Monitor. Located in 
hundreds of cities throughout the 
United States, Canada and other coun- 
tries, these stores recognize the Monitor 
as a valuable local advertising medium. 


Why not display your product or 
service in this great avenue of business 
where over 20,000 merchants congre- 
gate to sell their wares? Let us show 
you how a campaign in the Monitor 
may be tied in effectively to your gen- 
eral advertising and merchandising 
plans. Ask the nearest Monitor office 
for complete information. 
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